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This is a picture of the LUG END of a new Kon-ite Tubular 


Watch Strap. It is molded of the same tough material used in 
Kon-ite buckles and keepers, made to resist scuffing, scraping 
and general wear and tear. 

These new lug ends are neat, smart, suave ... but they can 
take punishment, for they are designed to do a job at the point 
of hardest wear on a watch strap. By eliminating all metal-to- 
leather contact they prevent corrosion at the lug pins. 

This newest addition to the list of exclusive Kon-ite features 
is evidence of continued leadership in STYLE, QUALITY and 


VALUE. 
Manufactured by A. SAUER & COMPANY 


5th and Race Sts., Cincinnati, Ohio 


KON-ITE 


sere SPLIT-PROOF .***” 
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SPEAKING OF THE JEWELRY TRADE 


AGE TANTALUS! 
'S.P.C.A.! 
invented Invisible glass windows! 
Marcus & Co., York, last 
month covered the floor of one of 


Page the 
Page the guy who 


New 


its famous windows with bright yel- 
low Indian corn, to add a flash of 
color to a handsome display of 
Indian and Western jewelry. The 
most appreciative audience, it turned 








out, lived across Fifth Avenue, high 
up in St. Thomas Church. Came the 
dawn, the rays of the sun slanting 
just right, and down flocked a colony 
of pigeons hell-bent for breakfast 
in the Marcus window, all spread 
out for the taking. But Invisible 
glass windows, evidently, are just 
as invisible to sharp-eyed birds as 
to humans, and a lot of pigeons got 
nasty contusions of the cranium, or 
raps on the noggin. Disillusioned at 
this hard, hard world, they had to 
fly away again, sadder, wiser and 
hungry. 


© © 


HEN a customer returns to a 
jeweler after 75 years to re- 

new an old relationship, sufficient 
time certainly has elapsed to test the 
value of merchandise that was sold 
—and it must have been satisfactory. 
The 116-year-old Sunderlin Co., 
74 E. Ave., Rochester, N. Y., has 
just had this experience. It is re- 
corded in this letter which recently 
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came from a woman in Canada: 
“Dear Sirs: We 
sterling silver purchased from you 


have a set of 


many years ago. We are anxious to 
tind out if you are still in business 
and would like to fill up the set. 
Please communicate with us.” 

The approximate date of the pur- 
chase was established through the 
fact that the letter was addressed 
to “Sunderlin & Weaver,” which was 
the name of the firm only for the 
period from 1864 to 186Y. 

A letter was sent immediately to 
the writer, asking for a description 
of the set, and it seems likely that 
the relationship which had its begin- 
ning about the time of the Civil War 
will be resumed after a long in- 
terval. 
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F. HERSCHEDE of the 
e Frank Herschede Co., Cincin- 
nati jewelers, mentions a point that 
is apt to be overlooked by the jew- 
eler but that is often an important 
factor in giving the customer the 
feeling that he has received satisfac- 
tory service. 

Mr. Herschede suggests that when 
the jeweler mails a package to a 
customer on Friday, especially if it 
is going out of town, it is a good 
idea to affix a special delivery stamp 
in addition to either the regular or 
airmail postage. Letter mail receives 
preferential handling in the post 
office and ordinary parcel post pack- 
ages are frequently laid aside for 
sorting and delivery later in the day. 
So, since there are no afternoon 
deliveries on Saturdays, packages 
reaching the post office on that day 
often are not delivered until Monday. 
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Sometimes this delay may cause 
severe disappointment to the cus- 
tomer, with consequent loss of good 
will to the jeweler. 

A few cents extra for special de- 
livery on each package eliminates 
this possibility of delay and creates 
in the customer’s mind the feeling 
of special personal service which 
builds good will and permanent busi- 


ness. 
© © 


K H. BROWN of Kansas City, 
= « Kan., has kept presidents on 
time for their appointments: he has 
repaired their watches. 

Now past 78, Brown still adjusts 
the delicate mechanism of tiny cogs 
that roll off the seconds at his shop 
at 8 S. 18th Street. From 1876 to 
1890 in his jewelry store on Penn- 
Avenue in Washington, 
D. C., he repaired the watches of 
Chester Arthur, Grover Cleveland, 
and Benjamin Harrison. He knew 
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them all personally and believes to- 
day there is still in the White House 
much silver and chinaware that was 
purchased in his store. The store, 
established by his father, for many 
years had all of the White House 
trade. His father had for custom- 
ers all of the presidents from Abra- 
ham Lincoln up to the time when 
he took over the management. 


Brown sold the store in 1890, 














moved to Baltimore, Md., and later 
to Kansas City. For the last 65 
years, since he was 14, he has daily 
bent over a watch repair bench. 
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HAT with prohibitory city 

ordinances and new ideas of 
style, most jewelry store sidewalk 
clocks may soon, like cigar store 
Indians, be just a memory. 

Not so, however, the giant bronze 
structure with four great faces which 
for more than 50 years has stood in 
front of the stores occupied by Wil- 
liam Wise & Son, Brooklyn. 

The huge timepiece last month 
was deeded to the City of New York, 
lowered into a truck and taken to 
Jacob Riis Park, where henceforth 
it will tell time for boardwalk 
strollers and bathers in one of the 
newest and most popular beaches in 
the metropolitan area. 

The clock was built in 1891 by 
the Howard Watch Co. for outside 
the Wise store at the corner of Ful- 
ton Street and Flatbush Avenue, 
where it became a landmark. When 
the store moved in 1926 and again 
in 1935, the clock went along. But 
now that William Wise & Son will 
soon enter a modern streamlined 
building at 487 Fulton Street, they 













decided with sentimental regret to 
finally part company with the old 
clock. 

Henceforth, in spring, summer and 
fall, the old timepiece will usefully 
tell when it’s time for a hot dog, 
time for a swim. 
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66 HE Answer to a Maiden’s 
Prayer” was the headline that 

won a lot of reader-interest for a 
recent advertisement by Shreve, 
Crump & Low Co., Boston jewelers, 
in connection with a distinctive show- 
ing of bridal gifts. 

This clever little jingle added in- 
terest: 

‘““Pray send me not,’ 

This bride implores, 

‘Gifts I must hide 

In bureau drawers!’” 


© > 


INDOWS of Adams-Magnon 

Jewelry Co., in Tampa, Fla., 
are lit up at night as they are in 
every other jewelry store, but as 
you look you will find a display sign 
which reads: “Have you seen our 
beautiful window displays? Now 


see the inside. Just press the but- 
ton.” 

















“If a tall blond man comes in here to look at engagement rings, tell him 
| like this better.” 
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And when you press the button 
you can see the whole inside of the 
store because it lights up automati- 
cally. And it remains illuminated as 
long as you keep your finger on the 
button, which has a spring attach- 
ment that shuts off the juice when 
you take your finger off. 

“T find this is used tremendously,” 
Alvin Magnon explained. “Working 
in the store at night I will hear peo- 
ple talking out front and I find they 
continually push the button. It is 
good advertising and sales promo- 
tion. It gets your store talked about. 
It has been the means of making our 
store better known to the public.” 


o © 


N innovation in ring merchandis- 

ing at the new Julius Goodman 

and Son jewelry store in Memphis, 

Tenn., is the application of new 

color principles to diamond ring 

displays in combination with fluores- 
cent light. 

All platinum, yellow gold and 
silver diamond rings in the ring case 
in this modern store are shown 
against a background of black and 
yellow ring trays. There are eigh- 
teen 15 by 7 in. ring trays in this 
case and two large black velvet trays 
for clips, bracelets and pins. Each 
tray is divided into seven black sec- 
tions by heavy champagne satin 
strips, curved in a simple arabesque. 

Each tray shows 18 rings which 
the black and champagne combina- 
tion bring out in startling contrast 
under the smooth glow of fluorescent 
lighting. In this way, no more than 
three rings can possibly be closer 
than three inches to one another— 
this permitting an individual appeal 
unique in tray display. It is also 
much more simple to indicate any 
ring by pointing it out “in the up- 
per corner” or “in the center circle.” 
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S. WRIGHT, manager of the 
e Duval Jewelry Co., in Jack- 
sonville, Fla., finds it a good idea to 
wrap undisplayed stock in cello- 
phane, such as ice tea spoons, salad 
forks, in lots of six or eight, because 
they are usually bought in such lots. 
These are put in surplus stock and 
when a sale is made they are de- 
livered as wrapped. 
This keeps them from damage and 
from tarnish to any extent. 
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With the national spirit filling the air as it is today, 
patriotic themes are sure-fire attention-getters for 
window displays. Both Mermod-Jaccard-King, St. 
Louis (shown above) and Pacific Outfitting Co., 
Seattle (right), within the past month have appro- 
priately used an atmosphere of "America First" for 
showings of American-made watches. Both windows 
were patriotically trimmed in red, white and blue. 


“Watches worthy of a pirate's hoard", implies the 
window below from Tourneau, Madison Ave., New 
York. On a tropical “ocean floor" of white sand, 
coral, and marine plants, a collection of the newest 
high-style items are shown against a background of 
pale green fabric suggesting the warm Caribbean 
Sea. Tropical fish are suspended as though swim- 
ming and a spotlight tinged with green carries out 
a@ romantic, fantastic below-the-sea atmosphere. 








Windows 


To Sell 


Watches 






























Part of the gift department which contributes to the 


before’ and “after” data 
shows that addition of 

a gift and art section 
boosts traffic. sales 

and profits throughout 


the jewelry store 





success of the Kirkberg jewelry store, Ft. Dodge, la. 


R years the jeweler has been urged to open a gift 

and art department and sell this line aggressively. 
Some have heeded the call and profited substantially 
but many are doing little or nothing with gift and art 
wares, largely because their queries about possibilities 
in this field bring only glittering generalities and they 
do not care to venture without a fairly definite idea of 
what they must expect. Insofar as we can determine, 
no research had been conducted to get definite data on 
the profitableness of gift and art merchandise when 
aggressively promoted in the jewelry store. It was to 
fill this urgent need that this survey was made for Tue 


Jeweers’ Circutar-Keystone. It analyzes the records 
of 28 eastern jewelers who did little or nothing with 
gift and art wares in 1939, but who in 1940 had set up 
organized and well-stocked gift departments. By com- 
paring these “before” and “after” figures, and setting 
them against the averages for the jewelry business as a 
whole, we get a pretty reliable measure of the benefits 
that the jeweler may reasonably expect from the instal- 
lation of a gift and art section. 

Obviously, not all jewelers who start to sell gift and 
art wares aggressively, will profit to exactly the same 
extent, but it can be accepted with reasonable certainty 








STATEMENT A 


Average sales, over-all operating costs and net profit for 28 eastern jewelers in 1939 before they 
started selling gift and art merchandise aggressively. 


Total Sales (Less than 2 per cent gift and art merchandise) 


Cost of sales 





Margin on sales 





_.$26,081.55—100.0% 
13,249.43— 50.8 








rennet’ Svc cess. $12,83212— 49.2% 


Overhead expenses, including rent, insurance, taxes, salaries, office expense, ad- 
vertising, wrapping and supplies, heat, light, power, water, collection expense, 
bad debts, repairs and maintenance, depreciation, legal and accounting ser- 





UIE Sika c xs oncndcan ceceneeekscdierkerceinenineciatiad $1,460.57— 






vices, miscellaneous ...... 11,371.55— 43.6% 





5.6%, 
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Giftwares Are Box-ofiice 


that when 28 representative jewelers all find the open- 
ing of gift and art departments highly profitable, it 
should be a worthwhile venture for any other store that 
does likewise. Considering the results here set forth, we 
can only ask those jewelers who are not as yet operating 
gift and art departments, “Well, what are you waiting 
for?” 

In 1939, these 28 jewelers averaged less than $500 
yearly gross sales of gift and art goods; in 1940, they 
ballooned their gift and art volume to an average of 
$3,434 per store, or about a sevenfold increase. 

Perhaps even more important, however, is the fact 
disclosed by a comparison of statements A and B, that 
sales of straight jewelry merchandise in these same 
stores averaged an increase of 21.1 per cent in 1940 
over 1939. This is nearly double the average increase 
in jewelry store sales during the same period, and indi- 
cates that a gift and art department sells not only its 
own wares, but stimulates sales of jewelry lines, too. 
Jewelers seldom record companionate sales, but two 
jewelers in the group under review made such record- 
ings on their sales slips for a period in 1940 and a 
check-over showed that one out of every seven gift and 
art goods customers made other purchases from regular 
jewelry lines while they were in the store. Conversely, 
these records indicated that one out of five jewelry cus- 
tomers also bought gift and art wares before leaving— 
pretty clear evidence that these two lines are natural 
allies. 

“How much stock shall I carry to start a profitable 
gift and art department?” is a question many jewelers 
have asked without a definite answer. Now, at long last, 


By FRED MERISH 


we have something definite to use as a basis of computa- 
tion. Our survey work sheets show that the average 
stock carried in this department in 1940 was $954, the 
stock-turn averaging 3.6 for the year, not quite one turn 
a season. The same stores had a store-wide turn-over 
rate of 1.3 for the same year. Sales of gift and art 
wares averaged 9.8 per cent of total sales, that is, sales 
of jewelry to gift goods ran about nine to one in dollars, 
indicating that the jeweler need not build up a tre- 
mendous inventory of gift goods, nor change the 
character of his store to profit substantially through the 
addition of this line. 

Using this research as a yardstick, the jeweler may 
figure that the first year he starts selling gift and art 
wares aggressively, he may count on a volume ir these 
lines of somewhere around 15 per cent of his ial sales 
in the previous year. Inasmuch as a large percentage 
of the jeweler’s customers are repeaters and a depart- 
ment properly merchandised will experience an increase 
in sales yearly, it is obvious that gift and art sales will 
grow more robust with the passing years. From reports 
given us by jewelers who have handled gift and art 
merchandise for a number of years, we learn that sales 
of this line double the second year if effective promo- 
tional methods are used. After that the increase tapers 
down and may run anywhere from 5 to 25 per cent, 
depending upon the times. 

In the years of fat, gift and art goods, being classed 
as luxury lines, more or less, are favored with a sub- 
stantial upping of volume. With jobs plentiful at good 
wages, with defense appropriations streaming out in oil- 


(Please turn to page 91) 








STATEMENT B 


Average sales, over-all operating costs and net profit for the same 28 eastern jewelers in 1940 after 
they started selling gift and art merchandise aggressively. 


Sees OF Wey TNE oo kis c ck ca ccceceewonscass 
Sales of gift and art merchandise .............. 


Total sales 


RN oo ht ts ee ie ee 


Margin on tofel emles . . |... nc ccc cen ewee 
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$31,584.76— 90.2% 
3,434.40— 9.8 
$35,019.16 —100.0% 
17,194.41— 49.1 





$17,824.75— 50.9%, 


Overhead expenses, including rent, insurance, taxes, salaries, office expense, ad- 
vertising, wrapping and supplies, heat, light, power, water, collection expense, 
bad debts, repairs and maintenance, depreciation, legal and accounting services, 
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aN NEE uneaIete $14,392.87— 41.1% 





$3,431.88— 9.8%, 









by D. G. BAIRD 





EN’S diamond rings, like the proverbial bad 

penny, are hard to get rid of in most jewelry 
stores. Not that there is anything wrong with them or 
any real prejudice against them, of course; they are 
just a kind of dead item. Few men call for them volun- 
tarily and the women are more interested in adorning 
themselves than in buying such articles for the male 
members of their families. 

This condition, however, is at least partly due to 
lack of enterprise and effort on the part of jewelers 
themselves. They learned long ago that it is easier to 
sell women’s diamond rings than men’s, hence they took 
the line of least resistance and concentrated on the for- 
mer to the neglect of the latter. 

Men’s diamond rings can be sold in good volume and 
with comparatively little difficulty. It is being done 
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Can Men’s 
















Yes! says Meyer’s— 


And does it! 


During the first eight months of Meyer's campaign 
to sell men's diamond rings, 477 such sales were 
made from this case, as against 25 in previous years. 





every day by the Meyer Jewelry Co., in Detroit, which 
began promoting men’s diamond rings in May, 1940, 
and in the next eight months sold nearly 20 times as 
many of these items as they had previously sold in an 
entire year. Where 25 men’s diamond rings had been 
the annual average for many years, the figure sky- 
rocketed to the amazing total of 477 such sales between 
May 1, when the campaign began, and Dec. 31. And 
it’s keeping right up at the same pace. 

But let Meyer Rosenbaum, president of the company, 
tell the story. 

‘“‘Men’s diamond rings had always been a rather dead 
item with us,’ Mr. Rosenbaum related. ‘Furthermore, 
we had never made any particular effort to correct this 
condition, because we knew that other jewelers through- 
out the country have a similar experience, and we just 
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Diamond Rings Be Sold? 


took it for granted that there was no great demand for 
men’s diamond rings. 

“But then, in thinking of ways and means to increase 
our sales, we began to wonder whether perhaps the fault 
was in our own lack of effort along this line. We knew 
that we had just as good values and just as handsome 
designs in men’s diamond rings as in women’s. And we 
believed that there would be a strong appeal to mascu- 
line psychology in the fact that in purchasing a diamond 
ring for himself, the buyer is getting not only an article 
of personal adornment, but a permanently valuable 
asset as well. Surely we should be able to promote men’s 
diamond rings. And if we should succeed in doing so, 


we reasoned, it would be just that much extra business, 
because we were selling very few, and any increase in 
this item would not affect our sales to the fair sex, or 
for them. 

“But the small volume in this item did not justify 
any extensive campaign, so we had to devise some other 
form of promotion. The most obvious thing, therefore, 
was to train our salespeople to use suggestion and the 
highest type of salesmanship—that of stimulating desire 
on the part of men customers to possess a diamond 
ring. 

“In order to accomplish this, though, we had to pro- 
vide an incentive for the salespeople to master and 
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apply the art of suggestive selling of this particular 
item. In addition to their salary and the commission of 
1 per cent which our people receive on all their sales, 
we now offered a bonus of $1 additional on every man’s 
diamond ring sold, plus monthly prizes, plus individual 
contests of one kind or another, including personal bets 
as to whether one can sell a given number within a 
given time, and so on. 

“Another problem was just what to feature; whether 
to promote men’s diamond rings as a line or to concen- 
trate on one price, and if the latter, what price? We 
decided to concentrate on one special value at a time, 
and on different occasions tried three prices—$67.50, 


Meyer's windows have featured men's diamond rings 
at three price levels. The $49.75 level sold best. 





$87.50 and $49.75. The last-named proved to be the 
most popular price, as it seems to fit the average budget 
better than any other. And of course there is always 
the possibility that the customer who starts off by 
looking at $49.75 rings may wind up by buying a more 
expensive one if his interest has been sufficiently stimu- 
lated. 

“Our salespeople are taught to appraise customers as 
opportunity arises, engage them in conversation, then 
mention the fact that we are featuring a special value 
in men’s diamond rings, and that we would like to have 
the customer’s opinion of it. This is a bit flattering, of 

(Please turn to page 70) 








O it looks like a florist’s or pet shop display? Fine 
and dandy. A show window couldn’t have sounder 
appeal at this season of the year, when, whether we 
are conscious of it or not, spring is in our thoughts and 
we go out of our way to look at sprouting, growing, 
blooming things. 

A bit of ingenuity, imagination and planning can make 
your windows into a regular spring-song, so genuine 
and timely in its overtone that the average man or woman 
who walks past your store will be apt to stop and thus 
examine merchandise which, except for a psychologi- 
cally-right display idea, wouldn’t have won many glances. 

Remember, show windows invariably reflect the per- 
sonality of a store. The public associates a bored, un- 


Three Windows 
For Jewelers’ 


April Use 












































A garden of jewels mounted on colored powder puffs. 


imaginative sales staff and management with dull, life- 
less window displays; ‘“dead-pan” windows the same in 
April as in October indicate, rightly or wrongly, poor 
stock selection, slow turnover, a casual, don’t-care atti- 
tude toward customers. 

On the other hand, distinctive, frequently changed 
window designs that tell some sort of a timely story, 
no matter how simply or inexpensively, indicate an alert 
store-mind—together, the public assumes, with wider 
choice of merchandise, fresh stocks, and ability on the 
part of the store to please and help its customers. 

The sketches on these pages indicate how jewelry 
stores can install some interesting, attractive windows 
with a spring theme—as timely as the April page on 
the calendar. Suggested color schemes are given with 
each of the descriptions, so that the jeweler who con- 
siders installing any of the windows may experiment 
with standard crayon pencils and thus get a preview. 


HOW TO CULTIVATE "JEWELRY GARDENS" 


The greenhouse-appearing display on this page looks 
complicated, but in reality it is just the opposite. The 
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Everybody who’s glad it’s spring will stop 
to look at your merchandise, if it’s shown 
im April - theme settings like these. Here 


are complete details for their construction 


by ETHEL LAKE 


“flowers” are flat powder puffs in various light colors 
(get them from the 5 and 10) glued to cardboard discs 
and fastened to wooden dowels for stems, with the addi- 
tion of a few artificial leaves. Pins, brooches, charms, 
clips, earrings and flower jewelry are pinned on the 
powder puffs. Additional powder puffs occupy the floor, 
and every powder puff carries a piece of jewelry. 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for April, 1941 














| 


i ee 





— 

















ve Va 
| ty a, * 
Tin Oy \t TW \ ~. 
TE ec dhe ODS S7Z 
ab Se SG YY _& les & 8 e COGS» 
ge CO Ye \ul\g $4 4% % 








An "April shower" (silver wires) used for display. 


Real flower pots—glazed white or painted—are sug- 
gested. Fill them with sand to support the dowels. The 
“window boxes” are made of cardboard (a good-sized 
shoe-box will do), painted green or covered with velvet, 
and filled with powder puff flowers mounted on card- 
board discs, attached to artificial branches of leaves. 

Thin strips of cardboard, attached to the background, 
make the window frame. 

Color scheme: Window frame, boxes and leaves, green. 
Powder puff flowers, in the window boxes, pink, blue, 
lavender and yellow. Flower pots, green or white. Pow- 
der puff flowers, in the pots, left to right, pink, blue, 
lavender, lavender, pink, yellow, blue. Flowers on the 
floor, any arrangement of these delicate colors you wish. 
Floor, white. 


Each male bird holds a wedding ring in his bill. 


APRIL "SHOWERS" THAT RAIN GIFTS 

Jupiter Pluvius takes a turn as a jewelry salesman, 
in the window display sketched at the top of this page. 
The rain is silver wire fastened to the top of the back- 
ground and stretched to the front of the floor and 
fastened. Gifts, glasswares, costume jewelry, packages 
with ribbon bows, and artificial flowers are tied to the 
wires and arranged on the floor. 

The cloud is cut from cardboard, covered with vel- 
vet, if desired, and hung from the ceiling, fastened back 
against the wires to give the impression that the rain 
is coming from the cloud. 

The sun, which appears to be just coming out from 
behind the cloud, is cut out from cardboard, perhaps 

(Please turn to page 90) 
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They Want 
A Wateh with 


Their Diploma 


by BILL GRANBERG 
ond FRED KUNKEL 


48 






The 1941 commencements will see o 
record-breaking number of graduates 
delighted with the gift of a watch. 
Plan now to sell your store's share. 


EWELERS take warning. This is the season of 
the year when watchitis reaches epidemic propor- 
tions in every community from coast to coast. Young 
sufferers show physical symptoms such as feverish ex- 
citement at seeing jewelry store windows and certain 
magazine, newspaper and radio advertisements, and 
also have mental fixations. 

Consultation in time, between relatives or friends and 
old Doc. Jeweler, can save every patient. They just 
need watching. The cure, you guessed it!—is a watch. 

It’s a fact that during recent years watches have be- 
come almost as close affinities with graduations as 
wedding rings with weddings. In survey after survey, 
both boy and girl graduates have been asked to express 
their preference for graduation gifts and in every in- 
stance watches have been an all-out No. 1 first choice. 

Both American and imported watches this year are 
more highly styled, more versatile in performance, and 
buoyed by more consumer advertising of every type 
than at any other time in history. New shapes, new 
straps and bracelets, new colored dials, new combina- 
tions of gold, new sweep-second hands, new waterproof 
and dust-proof cases, these are some of the talking 
points about this year’s watches which, aided by fatter 
pay envelopes resulting from the rearmament program, 
should see the 1941 May and June graduation-time 
establish a new record for watch sales. 

Timed to appeal to pupils graduating from high 
schools in and near Seattle, a contest conducted last 
spring by Ben Tipp, Seattle jeweler, netted him col- 
umns of publicity and an untold amount of goodwill 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for April, 1941 











when it drew more than 700 entrants from among 
students. 

The competition was a “Career Contest” in which 
entrants were required to write an essay on the topic, 
“What I Want to Do When I Finish School.’ Length 
was limited to 200 words, and judging of the essays 
was based upon clarity of thinking, planning and sin- 
cerity. 

The groundwork was laid like this: The superinten- 
dent of city schools was told of the contest, and although 
he was, of course, unable to give his official sanction 
to it, he did co-operate. Then, letters were sent to all 
high school teachers telling them of the competition. In 
many cases they encouraged their pupils to participate. 
Advertisements were run in the school papers, together 
with publicity stories. Large advertisements were run 
in the downtown dailies announcing the contest. In 
addition, letters were written to all high school graduat- 
ing seniors to tell them of the contest. Entry blanks 





WUAT DO You WANT © 
70 D0 WHEN YOU 








This essay contest brought 700 high school 
graduates to the Seattle jewelry store that 
awarded a number of watches as prizes. 


were included. There were no merchandise hooks to 
competition, and blanks were available by simply calling 
at Tipp’s store. 

Care was chosen in the selection of judges and men 
selected were all prominent in vocational guidance work. 
Five were named, and they included a superior court 
judge prominent in work among the city’s youth. 

Grand prize in the contest was a $150 cash scholar- 
ship for use in the state university, or for any accredited 
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college or vocational study course. In addition, 39 
watches with a retail value of slightly more than $1000 
were awarded. These were distributed as follows: First, 
second and third prizes for both boys and girls, and 
the remaining 33 watches went as prizes to nine schools 
within the city and just outside, three to each school. 

The essays, when possible, were turned over by Tipp 
to industries, trades or professions for consideration of 
employment possibilities for the pupil who gave his 
preference of a vocation. 

Starting May 3, the contest ended June 1, obviously 
timed to not only appeal to graduates, but to cash in on 
the watch gift angle. In fact, upon completion of. the 
contest, Tipp ran heavy watch copy in the dailies. The 
advantage there was that parents and graduates were 
obviously watch-conscious after the publicity and ad- 
vertising broadsides of the contest. 

Since it was free of merchandising hooks, the contest 
was well received in the schools and was obviously a 
sincere effort to aid pupils in crystallizing their voca- 
tion preferences. 

A stunt that brings 90 per cent of the city’s graduates 
to the store has been developed, highly profitably, by 
the Mulford Jewelry Co., of Memphis, Tenn., which 
employs a commercial photographer to take pictures of 
the classes to be graduated from the city’s seven high 
schools. The store sends a personal letter to the parents, 
telling them that if they will drop in at the store they 
can obtain a photo of their child and of the graduating 
class, without obligation—a picture that will be cher- 
ished always. “This is our gift to you and your 
graduate . . . a lasting remembrance that will be kept 
through the years, recalling to mind this happy oc- 
casion.”’ 

As the graduates or their parents come in, the lists 
of the various high schools are checked, and the gradu- 
ate’s name is placed on a card record. These cards are 
put into one mailing list and at the end of the graduat- 
ing season are checked against sales to see what results 
have been obtained. This mailing list is again used for 
promoting Christmas business. 

(Please turn to page 76) 





One of three window displays successfully 
used last June by Le Roy's, Los Angeles, 
to merchandise watches at graduation time. 











Mrs. Ameriea and Her Silver 


Part II of J.C.-K.’s survey of silverware use and ownership reveals, 


among other significant facts, that more than half of the families 


in the upper-middle income bracket save their silver for “‘best’’ 


and eat ordinarily with kitchenware. Consumer education is called fort 


HUS far we have considered only the flatware 

owned by women in the upper-income bracket. 
Now let’s take one step down the economic ladder, and 
see what we find. 

Next in order comes what economists call the “B” 
income group, which is defined as families living in 
homes valued at from $5,000 to $8,000, or paying from 
$50 to $75 a month rental. This group is a highly 
important market, since it accounts for some 30 per 
cent of the total population—three times as many as 
the more opulent “A” classification—and its income 
level is sufficiently high to provide a fair spendable 
margin per family above the necessities. 

This is the group that takes in the average lawyer 
and doctor, the minor executive and department head, 
and the better-paid white collar workers. Three-quarters 
of the people in this classification have automobiles, and 
nearly 90 per cent have automatic refrigerators, and 
telephones. 

Every one of the 364 women in this income bracket 
who were interviewed in this survey owns a matched 
set of silver flatware, but, naturally, the percentage of 
sterling sets was much less than in the “A” group. 

As against the 68.8 per cent of the latter who owned 
sets of sterling, only 23.9 per cent of the “B” women 
have services of this quality. A fairly substantial dif- 
ference was, of course, to be expected, but so great a 
drop is perhaps a little surprising, especially since 
nearly half of the sterling owners in the “B” group are 
able to, and do, own a set of plated flatware in addition 
to their sterling services. To be exact, 11.8 per cent of 
the women in this class have both, while 12.1 per cent 
have sterling only. The remaining 76.1 per cent have 
plated-ware only. 

Apparently there is a worthwhile opportunity here 
for the jeweler or sterling manufacturer who will do 
a real selling job with this great middle-class market. 
These women want sterling, as is shown by several facts 
that will be related presently, and the place setting 
plan, and/or credit selling, both of which are now at 
least available at most jewelers—especially if coupled 
with intelligent promotional and educational work— 
should go far toward removing any obstacles that may 
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now seem to stand in the way of wider ownership of 
sterling by this economic group. 

One point that seems to indicate the desire for ster- 
ling, when the housewife feels she can afford it, is the 
fact that the percentage of sterling ownership in this 
group is noticeably higher among the older women who 
have had a little more time to build up a surplus for 
luxuries and whose finances are probably less strained 
than those of the younger matrons with their growing 
families. 

We found that whereas in the wealthy class sterling 
ownership was slightly more prevalent among young 
women, it was the other way around with the housewives 
in group “B’’—and by a much wider margin. Here 30.5 
per cent of the women over 45 have sterling sets, against 
19.7 per cent of those below that age. 

Again, while service for six persons was the smallest 
set found among sterling owners of high income, a scat- 
tering of women in the “B” classification—a shade less 
than 6 per cent of those who had sterling flatware at 
all—owned place settings for from two to five people. 
Several of these, although they did not say they were 
buying on a definite place setting program, remarked 
that they were adding a piece or two from time to time 
with a view to building up services for six or eight 
persons. 

One very noticeable point of difference between the 
women of high income and those in this middle class 
group is the way in which the latter seem to regard 
their silver, whether sterling or plated, as something 
just a little too fine and precious for everyday use. 
Although all of the women in this bracket have complete 
flatware services, more than half of them—52.5 per cent, 
to be exact—bring out the silver only on special occa- 
sions, and use kitchenware cutlery (mostly stainless 
steel), when the family is alone. 

Ninety-one per cent of the sterling owners among 
these women keep it put away between social functions, 
and 48.5 per cent do the same with their plated ware. 
The younger group are even more inclined in this direc- 
tion than the older ones. A breakdown by age groups 
shows that of the women under 45 who own sets of 
sterling 95.5 per cent keep it for “best,” compared with 
86 per cent of those above that age. Similarly, 51.3 

(Please turn to page 87) 
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Matched Sets of Flatware Owned by Upper-Middle Income Families— 
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Matched Sets of Flatware Owned by Lower-Middle Income Families— 
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Both the unique architecture and the 
color scheme, which is in two shades 
of green marble, make the Reingold 
store front stand out in rich contrast 
to its neighbors. The semi-circular en- 
trance is faced with rose-colored 
French marble accented by concealed 
rose neon lighting. The canopy is solid 
bronze; the doors "Herculite’ glass. 


The new Reingold store, Beverly Hills, Calif. Designed by Willard Woodrow, 


Daringly °° Different” 
Yet Riehly Beautiful 


Instead of the conventional store interior, the 
jewelry department is housed in this "diamond 
salon" where the furnishings and decorations 
provide the atmosphere of luxury and ease that 
befits the selling of things that are truly precious. 


To the right of the entrance foyer is the gold 
and silver room where a color scheme of soft 
French gray and dusty rose gives a perfect 
setting for the gleaming highlights of gold and 
silver jewelry, sterling flatware and hollowware. 
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IDEAS... 








URPRISING how many women are unaware of the 

way to select the correct earrings for their personal 
wear. Work out a series of photographs with your local 
portrait specialist to show different facial types with 
what you consider the appropriate ear ornamentation. 
Set an actual pair of the identical earrings with each 
photograph and reserve one corner of your showroom 
for this clinical display. Tiny window cards inviting 
passersby to come in and be advised on earring selection 
will bring traffic to your exhibit. 


* * + 


ARRANGE for the cooperation of a nearby dress 
shop and both of you will profit from the current fash- 
ion trend to wear pins and clips at the base of the new, 
low neckline. A single big jeweled pin or clip posed 
at the nether-most tip of the V is useful as well as deco- 
rative. If your pins grace the shop’s apparel, you, 
naturally, deserve a window credit line. Important re- 
sult of the collaboration will be that you double your 
window impressions on your public by duplicating part 
of the display in your own. 


* * * 


ABOUT THE most difficult feat for the jeweler is 
to achieve attention for his displays because most of 
them needs must be set low down or flat. Here’s a way 
to reach the eye-level of the passersby with a window 
for the bridal-minded. Hang engagement and wedding 
rings at different heights by invisible wires. Spotlight 
them so they’ll sparkle. Also suspend a white angel 
or white dove with spread wings as if in flight. Call it 


“Romance Flight.” 6. aa 


OR pose a picture frame on an angle—pull through 
it a cascade of brightly colored net. Simply pin jewelry 
thereto and title the display, “The spring jewelry pic- 


”? 
ture. Pa a 


SET UP a “then” and a “now” window showing 
ancient silver pill boxes and the newer varieties with 
a bit of history on the things that went into them for- 
merly and those that do now—vitamin tablets, sac- 
charine pills and aspirin as contrasted with the medicines 


of years ago. 6 ae 


TIRED of your cases and want to utilize the tops 
to advantage? Set mirrors at intervals and spot jewelry 


, ' 
thereon ! a 


A ROCHESTER jeweler developed a stopper of a 
window simply by setting a small simulated tree in the 
middle with tiny, colored birds all over it. Pieces of 
jewelry lay on the floor of the window near this atten- 


tion-arrester. eee 


THIS IS THE SUIT season and therefore your 
lapel pin period. Over oval red metal trays, pose a 
white paper doily and on each arrange a different assort- 
ment of lapel gadgets. Section card should read some- 
thing like this, “Satisfy Your Yen for a Clever Lapel 
Pie... 91" 











32 Insurance 


HIRTY-TWO types of insur- 
ance protection are available to 
jewelers, although few if any of 
them require all of these coverages, 
said Louis Goldman, secretary of the 
Chicago Jewelers Association and 
member of the law firm, Goldman, 
Allshouse & Healy, Chicago, writing 
in a recent issue of Bankers Monthly. 
The list of various protections, 
reproduced on this page, should be 
the basis for a study of a jeweler’s 
premises by an experienced insur- 
ance man, who will then recommend 
the insurance needed, Mr. Goldman 
suggested. Many of these items are 
added to other policies as endorse 
ments, and need not be separate 
policies, 

Such hazards faced by the jeweler 
as theft, holdup and robbery are not 
only amply covered by insurance 
obtainable at reasonable but 
modern, improved safes, electric pro- 
tection, and other safeguards, in 
cluding tear gas cartridges, have 
largely insulated him against attack. 

“Briefly, the jeweler who possesses 
the attribute of good character and 
recognized capacity and wideawake 
aggressiveness, and who is attentive 
to the requirements of economy in 
his business, and 
adequate comprehensive 
should invite banking 
translated into loans adequate for 
the normal and logical development 
of his business. Each year, immedi 
ately following his Christmas busi 
ness, such a jeweler should, except 
in abnormal depression years, be 
capable of liquidating his loan in 
full. His subsequent loan require- 
ments should be measured by the 
extent to which it may be necessary 
for him to replenish his stock in an- 
ticipation of the June and December 
business peaks, thereby enabling 
him to take such cash discounts as 
may be available and to carry him 
through the dull business periods.”’ 

Mr. Goldman emphasized the im- 
portance of a perpetual inventory, 
merchandising controls and the sys- 
tematizing of purchase budgets. 
Haphazard operators, he said, suffer 
at the first appearance of depres- 
sions or adverse conditions. 


cost, 


who carries 
insurance 


confidence 


Plans Protect Jewelers 


Name of Insurance 


Repays Losses Resulting From: 





Accounts receivable 


Additional hazards en- 
dorsement (to be added to 
fire policies) 

Automobile non-ownership 


Automobile public liability 
and property damage 


Bailee’s customer 


Betterments and Improve- 
ments 


Burglary 
Business accident 


Business interruption with 
supplemental endorsement 


Business life 


Check alteration and 
forgery 


Deferred payment 
Fidelity bond 

Fire 

Fire (reporting cover on 
contents) 


Forgery bond 
Inside holdup 
Jeweler’s block 


Leasehold 


Merchandise floater 


Merchandise on approval 


Messenger robbery 


Non-ownership automobile 
liability and property 
damage 


Openstock burglary 
Outside holdup 


Parcel post 


Personal accident 


Personal life 


Plate glass 
Safe burglary 


Salesmen’s samples 
Workmen’s compensation 
56 


The lack of ability to collect amounts due a business because of the 
damage to or destruction of records by fire, lightning, and so on. 





Damage or destruction by windstorm, hail, riot, explosion, aircraft, 
motor vehicle, smoke damage, or oil burner smudge. 





Claims for bodily injury or damage to the property of others caused 
by the automobile of an employee used in the service of the insured. 





The automobile of the insured causing injury, death, or damage to 
the property of others. 





Damage to the property of others while in the hands of the insured 
for cleaning or otherwise changing its condition. 





Damage by fire to equipment and other devices which a tenant has 
added to a rented building. 





Property being stolen by someone entering the building for the pur- 
pose of stealing, and leaving visible marks at the place of entrance. 





An accident to the one insured. Certain amounts are paid to 
the business (rather than to the insured or a personal beneficiary) 
for dismemberments, loss of eyesight, or for death. 





Business being inoperative due to destruction or serious damage to 
building, machinery, or the raw material, resulting from fire, tornado, 
riot, civil commotion, falling aircraft, or explosion (the insured is 
reimbursed for the net profits and the fixed charges thus lost.) 





Death—the stated amount to be paid to the business, rather than 
to a personal beneficiary. 





The wrongful use of the insured’s name on a check, or the changing 
of the check as to amount or payee after the insured wrote it. 





Damage or total loss of merchandise sold on the deferred payment 
plan if caused by fire or transportation hazards. 





The dishonesty of employees of the insured. 





Fire damaging or destroying the insured property. 





A destructive burning of the insured contents of a building, the 
quantity and value of which is reported as it fluctuates each month. 





Someone signing the name of the insured to checks, notes, or other 
documents in an attempt to obtain money or other property illegally. 





Forcible possession of personal property being taken within the 


- premises of the insured. 





Forcible possession being taken of jewelry, precious stones, or precious 
metals either owned by or entrusted to the insured, no matter where 
the goods were at the time of the loss. 





A lease being terminated by a fire or other destructive element. 





Damage to or total loss, caused by fire or transportation hazards, of 
merchandise sold on the installment plan, leased, loaned, rented, or 
sent on approval, while merchandise is in the hands of customers and 
not yet fully paid for. 





Damage or total loss of merchandise leased, loaned, rented or sent 
on approval, caused by fire or transportation hazards. 





Forcible possession being taken of money, securities or goods (or 
attempt to take) while in the custody of an employee outside the 
premises of the insured, during certain hours. 





Personal rood & death, or damage to the property of others, caused 
4 an — ile owned by an employee and used in the service of 
e insured. 





The theft of articles from within a mercantile establishment when 
the store. is not open for business. 





Forcible possession being taken of personal property while it is in 
custody of an employee outside the premises of SS eu 





Damage or total loss of "aoa while in transit as parcel post, regis- 
tered, or unregistered mail. 





An accident to the one insured. Certain sums are paid for certain 
dismemberments, or for loss of eyesight, or for death to a personal 
beneficiary rather than to a business (which would be business acci- 
dent insurance.) 





Death—the stated amount to be paid to beneficiaries of the insured 
instead of to a business concern (which would be business life.) 





Breakage or other damage to plate glass, specifically described. (The 
glass is usually replaced rather than a money payment being made.) 





Personal property being stolen from a vault or safe. 





Damage or loss of sample merchandise carried by traveling salesmen, 
no matter where the goods were at the time the loss occurred. 








Injuries to workmen for which a workman’s compensation law requires 
the employer to pay. 
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A Brand New Product 
and Grand New Profits! 


Smokers constantly have been asking for a 
RONSON ‘‘ Wind” lighter. Now after long plan- 
ning, we offer these smokers, thru you, the most 
extraordinary wind lighter ever created. A 
lighter which (1) is gale-proof IN FACT (2) has 
special exclusive features @) lives up to every 
RONSON tradition @) will sell on sight and con- 
tinue to sell and sell—both for self-use and as 
gifts, ©) is a “natural” for the boys in Army, 
Navy or Air Service, and for the millions of 
golfers, hikers, picnickers, motorists, etc. 

Our own confidence in the tremendous sale 
this amazing and unique lighter will enjoy is 
evidenced by a special “ Whirlwind” advertis- 
ing and publicity campaign. The first ad to 
break in the Satevepost will be a half page in 
color. RONSON ads in other national consumer 
magazines and RONSON coast-to-coast radio 
broadcasts* will also promote “Whirlwind.” 

Get behind this campaign with liberal win- 
dow and counter support—Use the displays 
illustrated— Use the FREE special “Whirlwind” 
mat service and consumer folder—invest in a 
star performer that will “sell out the house.” 
Be prepared in time—send for this material to- 
day. Above all, be sure to get your order in 
early—the rush has already started! So con- 
tact your jobber at once. 


1. Handsome display for 
window and counter cases. 
Natural finished wood to 
harmonize with any store 
fixtures. Built to hold 2 
‘*Whirlwinds.’’ Supplied by 
your jobber with initial or- 
der of 1 dozen or more 
**Whirlwinds.”’ 





2. Striking window and 
counter card. 6’’x8’’. Easel- 
ed. Supplied by your jobber 
with initial shipment of 6 or 
2 more ‘‘Whirlwinds.’’ 


THESE TWO DISPLAYS ARE 
POWERFUL BUSINESS GETTERS 





BIGGEST NEWS IN LIGHTER HISTORY! 








ONSON 
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“JUST WON’T BLOW OUT” 


The WINDLIGHTER with the 
Disappearing WINDSHIELD 





For windy For indoors 
outdoors SHIELD 
SHIELD UP DOWN 
A B 





Comes in chromium plate. Richly en- 
ameled. Polished monogram shield. (See 
A.) Also inchromium plate, engine turned. 
Polished monogram shield. (See B.) Extra- 
large fuel capacity. Regular one-finger, 
one-motion RONSON action with automatic 
safety extinguishing feature. Built to real 
jewelry standards, it 1s appropriate for 
the most formal occasions as well as for 
rough-and-tumble outdoor use. 


2 FINE LIGHTERS h 
IN 1 to retail at 






TRADE MARK REGISTERED 


ONSON 


WORLD'S 








Keep RONSON customers satisfied by 
selling only genuine RONSON fuel, 
igniters and wicks. Satisfied RONSON 
users send others to your store. 


GREATEST 


See complete, exciting RONSON lines through your 
jobber or at these permanent 
New York: 347 Fifth Ave. « Chicago: 36 South 
State St. « Los Angeles: 728 South Flower St. 
U, S. Pats. Re 19,023—1,986,754; Canadian Pat. Nos, 288,148 -289,889~ 349,108; British Pat. Nos. 291,696- 435,667; Other Pats. and Pats. Pending 


display rooms— 


*TUNE-IN EVERY FRIDAY EVENING ON RONSON NEWSCAST BY PAUL SULLIVAN 
—CBS COAST-TO-COAST NETWORK. TELL YOUR CUSTOMERS ALSO. 


LIGHTER 





ART METAL WORKS INC., Offices and Factory: 
Aronson Sq., Newark, N. J. « Canada: Dominion 
Art Metal Works, Ltd., Toronto + England: 
Ronson Products, Ltd., London, W. C. 2. 


WATCH FOR RONSON ADS IN LIFE, SATURDAY EVENING POST, LADIES’ HOME JOURNAL, HOUSE & GARDEN, HARPER’S BAZAAR, BRIDES, ETC, 



















beauty treatment 
for milady 


1, Collier, or neck ornament, of platinum set with 
diamond melee. The single pendeloque and the 
two round stones at the bottom might be either 
diamonds or colored gems. 


2, Initial brooch, in platinum or yellow gold. 
interwound with a diamond twist. Gold filled and 
rhinestones could also be used. 


3, Yellow gold finger ring, set with a row of seven 
calibre rubies. 


4, Yellow gold or platinum finger ring, orna- 
mented with a band of diamond melee and two 
wedge-shaped colored stones. 


5, The mallow inspires this floral brooch. The 
stem and leaves are in yellow and green gold. The 
flower has a center of small round rubies, a corona 
of red gold, and petals of diamond melee. 
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by GEORGE E. FEARN 





THE JEWELERS’ CIRCULAR-KEYSTONE 
for April, 1941 

















THE JEWELERS’ CIRCULAR-KEYSTONE 
for April, 1941 

















* x bee 4 ; a a 
Pn ee 
8 ae Se *. Of 
re é - oy ZA * — : s 
Ave >> A an 
Natural Ceylon sapphire with character- G.1.A. photographs Synthetic corundum showing curved 
istic inclusions. Magnified 210 times. lines and bubbles. Magnified 48 times. 


Detecting Substitute Gems 


By EDWARD WIGGLESWORTH, Ph.D., C.C. 





Director, Eastern Laboratory, Gemological Institute of America 
FEW years ago terms such as “scientific ruby,” for pressed amber is to immerse it in sulphuric ether 
“balas ruby,’ “matura diamond,’ “water sap- which causes it to become sticky. 
phire” and a host of other names were in common use Although over a dozen species of gems have been pro- 
to describe gems that were not genuine rubies, diamonds duced synthetically only two are thus produced com- 
or sapphires. mercially—corundum and spinel. Synthetics have almost 
Such terms may have aided the sale of substitute exactly the same chemical and physical properties as 
gems, but they probably hurt sales of genuine stones and their genuine counterparts. Reports of diamonds having 
today no jeweler with a regard for ethics thinks of offer- been artificially produced are to be doubted. The experi- 
ing gems under misleading names. If a substitute is menters along these lines claimed to have produced 
sold today it should be sold under its correct name. As minute crystals which they took to be diamonds, but no 
a result of loose terminology there appeared on the mar- definite proof has been offered to substantiate their 
ket a host of reproductions or manufactured gems which claims. 
were freely offered, but rarely did the purchaser know Synthetic corundum is now produced in many colors, 
what he was buying and sometimes the retailer did not including ruby and sapphire. Names such as “synthetic 
know exactly what he was selling. aquamarine,” “synthetic topaz,” “scientific emerald’ 
Many such substitutes are no longer manufactured as have been applied to various colors, but such names 
the modern synthetics have replaced them, but not in- should not be as they are improper and misleading. The 
frequently some of these former substitutes of the glori- process by which corundum is made synthetically was 
fied name era turn up in old pieces brought in from perfected by a Frenchman named Verneuil and brought 
estates for appraisal, or by heirs to be remounted. Let out by him in 1902. It consists simply of introducing 
us briefly review the various categories into which these pure powdered aluminum oxide, together with the de- 
fall and how they may be identified. sired coloring matter, into a specialized oxy-hydrogen 
In the early eighteen eighties there appeared on the oven. Here it is fused and allowed to fall on a revolving 
market what were called “Geneva rubies.”’ These were clay support where it crystallizes causing the so-called 
what is properly known as reconstructed rubies. that is “boule” to be built up. 
they were small fragments of genuine ruby fused to- The detection of synthetic corundum depends largely 
gether by heat and pressure. They are beautiful stones on the presence of gas bubbles and curved lines due to 
but were apt to crumble in being cut. Their detection its method of manufacture. Modern svnthetics have. 
is not difficult as thev are made up of partly crystalline however, been so perfected that the bubbles and lines 
material and partly fused or glassv material which mav are reduced to a minimum and are therefore difficult to 
contain bubbles. These two parts have a different hard- observe unless one has a source of high magnification 
ness and may, of course, be easily recognized by the use and special lighting apparatus. But if it is definitely 
of suitable optical instruments. “Geneva rubies” become known that a rubv or a sapphire was in existence pre- 
obsolete with the advent of svnthetics. vious to 1900 there can be no doubt that it is genuine. 
Pressed amber is a reconstructed material made of Trequently synthetic corundums show polishing cracks 
amber fragments mixed with linseed oil, heated and sub- at the junction of the facets and show dichroism through 
jected to high pressure in a hydraulic press. The test (Please turn to page 68) 
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BUSI NESS Yes, business is better! But diamonds 
leapt ahead of all increases in jewelry store sales among a 
group of representative stores surveyed. 
Why? Well, one factor is the new defense money in 
circulation. Another is that jewelers are putting more 
j effort behind their diamond business. And_ national ais 
fen hnnd 4 
diamond advertising and publicity are doing their share to rit 
swing American fashion back to this precious gem. :. SSesee 
c ‘siscleasi : 4 + ie 
Cash in on this mighty revival — tell people you are the Bens ae 
| pee 
reliable jeweler the diamond campaign refers to. Display f SaGSe 5G 
ss ae | 
beautiful reproductions of fashion photographs in sets ! | 
of five, featuring Romance, Day Fashions, Evening Fash- SHancaaaegaa 
ions, Movie Actresses ($2 the set, $6 for all four sets). pores ropotns 
pod a ae oe me % ‘ . 
Order from Diamond Promotion Dept., The Reuben H. itt rite titties 
Donnelley Corp., 305 E. 45th Street, New York. De Beers PRET IP 
fone gencn ‘ 5 ag * i a as 
Consolidated Mines, Ltd., and Associated Companies. Tite ea 
ERDPRLER BOE Ga 6 
IN ONE MONTH: 3300 News Stories in 1760 be fb tamed ponfen tne 
ie See 38 oF h. 
Towns in 48 States... 11,152,238 Adver- + bet + +4 +4 
tising Messages Selling Diamonds for You! +t. 
| ema Sci ane Saleen es “4 
Saeaenae 
bE SaaS 
be BAB eS 
a po aes Fee 
x Fi 
pe ct 
ame 
4 er 
% 
tH 
* ar apn ver! 
i j r —e 
ee $1.4. 
ct + ' we a) 
See eeeocss- 8 
ee fecce es bende dd : + vn 
_- Se oS ENE e 
' ee t ee 
ae 8 i ae HE tom - 
‘ame 
: +4 tdi fee AS ba SE Se oe aS 
thenrnen carp auf a ieee Eee Ss Go Ooo es Lonnie 4 es See EN 
fice fennene nf sishe nid ae Gas EO SS, Se Oy es De ae oe 2 oe Fe a Si BGS SS 
ae é i LJ ! s ; H pa ER H Se. ER SE SE: a see AS EOE SE ME ES AT ESN 
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bowr. See BORT. 

box setting. A setting for a stone in 
a ring, the top edges 
of the “box” being 
burnished over edges 
of stone to hold 
stone in setting. 

boxwood. Fine-grained 
hard wood, from the 
slow - growing true 
boexwood bush—used for laps for 
polishing steei because it has so 
close a grain and is free from grit- 
ty matter. Its sawdust is best for 
drying watch parts and jewelry, 
after cleaning. 

Brabant rose (Bray’bant). See ANT- 
WERP ROSE. 

bracelet. A circular ornament for the 
arm, of ancient origin; frequently 
set with jewels. Bracelets of gold, 
dating earlier than 3000 B.C., have 
been recovered from Egyptian 
tombs. 

bracelet watch. A small watch worn 
on a band or bracelet on the arm 
—particularly a wrist-watch for 
ladies’ wear. 

brass. An alloy metal composed of 
various proportions of copper and 
zinc—an average formula is 65 
parts copper and 35 parts zinc. 

Brazilian chrysolite. Chrysoberyl. See 
CHRYSOLITE. 

Brazilian cut brilliant. Old Mine cut. 

Brazilian diamond. Often a misnomer 
for rock crystal quartz. Many true 
diamonds are found in Brazil, so 
it is a very confusing misuse. 

Brazilian emerald. Misnomer for 
green tourmaline, abundant in Bra- 
zil. Especially bad since true em- 
eralds are known from Brazil. See 
BAHIA EMERALD. 

Brazilian pebble. Quartz. 

Brazilian peridot. Misnomer for light- 
colored green tourmaline. See Topo 
MUNDO. 

Brazilian ruby. Misnomer for a red or 
pink topaz, developed by heat 
treatment of a normal brown stone. 

Brazilian sapphire. Misnomer for blue 
tourmaline, or, more rarely, light 
blue to white topaz. 

brazing. Uniting metal parts by heat- 
ing them red-hot and using brass 
as solder—also called hard solder- 
ing. 

break facets. The 32 small facets bor- 
dering the girdle of a brilliant cut 
stone. 

breccia (brech’i-a). 





Box 
Setting 


Geological term 


for a naturally re-cemented rock 
composed of angular fragments. 
Many decorative stones show this 
structure. 

Breguet hairspring (Bre-gay’). A 
hairspring original- 
ly a flat spiral, but 
with the outer coil 
bent upward and its 
end then bent to- 
ward the center, to 
form the overcoil 
with its plane most- 
ly parallel to the plane of the lower 
coils of the spiral. 

bridge. A part of the framework of 
a watch movement, 
fastened to its base Eee 
by a screw at each 
end of the bridge, 
and containing one 
or more pivot bearings. See Cock. 

bright cut. An incised decoration on 
a surface, e.g., a spoon handle. 

bright finish. The finish that imparts 
to silver or gold wares a highly 
polished mirror-like surface. 

bright plating. A process in electro- 
plating whereby the composition of 
the solution is such that it depos- 
its a plating that has a polished 
appearance, requiring no buffing. 

Brighton emerald. Green bottle glass. 

brilliance. When used in reference to 
a gem, it refers to the brightness 
of the stone, which is related to the 
surface polish and the internal re- 
flection of light from the back 
facets. The ability of a stone to 
take a polish, the perfection of that 
polish and the amount the pene- 
trating light is bent (the index of 
refraction) and _ eventually re- 
flected out to the front again, from 
correctly placed facets, and the 
transparency, determine the brilli- 
ance of a stone. 

brilliant. A type of cutting, used espe- 
cially on diamonds, with 57 or 58 
facets, and also, now, used as a 
synonym for a brilliant-cut dia- 
mond. There are 32 plus the table 
above the girdle, and 24, usually 
plus the culet, below. See PAVILION, 
CROWN, BREAK FACETS. Also a name 
for glass imitation diamonds. 

brillianteering. Process of putting 
the faces on a brilliant cut diamond. 

brillonette (bree-yon-ett’). Half bril- 
liant. 

Brinell hardness. An index number ex- 
pressing a specific degree of hard- 
ness of a substance, found by test- 
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Breguet Spring 


Bridge 








ing with an instrument that mea- 
sures the depth of penetration of 
the substance by a hard steel ball 
or point. 

briolette (bree-o-lett’). Pear - shaped 


stone, bounded by 
crossing bands of 
small triangular 
facets, used as a 
pendant. 
Bristol diamond. Quartz 
rock crystal. 
Britannia. One of the 
marks in the form 
of a woman, com- 
monly called Britannia, which was 
stamped on English silver of the 
higher standard 950/1000 fine and 
was made from 1699 to 1720. Silver 
made at this period is often called 
“Britannia Standard” to distin- 
guish it from the usual English 
standard which was 925/1000 fine. 
britannia metal. First made in En- 
gland in 1770 and may be consid- 
ered as the successor to pewter. 
Tin is the principal constituent. To 
this is added a small amount of 
antimony and copper. Britannia 
metal is much harder than pewter. 
broach. A tool used for enlarging or 
finishing holes. A cutting broach 
has faces on it lengthwise, forming 
cutting edges—from two to eight 
of them. It is slightly tapered. A 
polishing broach has no cutting 
edges but the round surface is 
slightly scored lengthwise, like the 
surface of a burnishing file. 
Brocot suspension (Bro-coe’). For 


mantel clock pendu- dim 





Briolette 


lums; so designed 
that the pendulum 
may be lengthened 
or shortened by a 
key applied toa 
square through the 
clock dial. 

bronze. 1. A_reddish- 
brown alloy of cop- 
per and tin. 2. An 
artistic production 
in bronze, as a statue or statuette. 
3. Brazilian term for greenish dia- 
monds in which the color is in a 
thin outer skin. 

bronzing. Painting with metallic pow- 
der mixed with transparent var- 
nish—a cheap process used where 
electroplating is inadvisable, or for 
patching on wood work. 

bronzite. A variety of pyroxene with 





Brocot 
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HOW TO BUILD EXTRA SALES & PROFITS 
IN YOUR DIAMOND DEPARTMENT 


GENUINE-REGISTERED 


with the 


oa oa ORY: 


MERCHANDISING SYSTEM-:: 


EWELERS who appreciate that diamonds need to 

be merchandised the same as any other article, 

enjoy very substantial profits in their diamond 
departments. 


Researches show that in cases where diamond sales 
have shrunk the reason is not that people have 
stopped liking diamonds . . . because they are just as 
fond of diamonds as ever. It is because there is 
greater competition for the consumer's dollar. Dia- 
mond sales can be created by modern merchandising 
methods, just as refrigerator, automobile and radio 


sales have been created in good times and bad. 


It would be impractical for any one jeweler to 
invest the vast amount of time, money and eftort to 
develop a complete advertising, sales and merchan- 
dising campaign on diamonds. Keepsake has been 
able to perform this important task because it serves 
the interests of many jewelers. 


The Keepsake Advertising and Merchandising 
System is complete. It supplies the plan and every- 
thing to work the plan. It is based on 28 years’ 
experience in analyzing the problems of hundreds of 
jewelry stores, many of them like your own. 


The first start toward successful diamond mer- 
chandising begins with the thoughts, plans, and 
ambitions of the management. Those jewelers who 
are most eager and ambitious to make profits are 
most likely to reach their objectives. The Keepsake 
System is made to order for them. 








Mademoiselle. He receives a dramatic revolving 
window display, window cards, a neon sign with his 
store name, newspaper advertising mats, dramatized 
one-minute radio announcements and everything 
needed for a well-organized advertising and mer- 
chandising program. 


These are the things that give SALABILITY to 
Genuine Registered Keepsake Diamond Rings . 
the vital factors that make them move out of the 
store faster, with a fine profit to the jeweler, and 
perfect satisfaction to the purchaser. 


A FEW DEALERSHIPS 
ARE AVAILABLE 
If you would like to receive further details about 
the Keepsake Merchandising System, without obli- 
gation to you, send in the coupon today. 


AFB s ese ETRE RECT eT ee 





¥ A. _H, Pond Co., Ine. 

Here are some of the special advantages which : nin en ey A Merchandising System 
the Authorized Keepsake Jeweler receives. First of 9 § 9 '0™* “Pligation to me. 
all he gets profitable leads from Keepsake advertis- a St tn ee eae ont ean os ie 
ing in LIFE, The Saturday Evening Post, Good $store Name coec0c-c-cscccesesesssveveseseevevesesvevesesven 
Housekeeping, Screen Guide, Photoplay - Movie CRO 260800 Sirsa 
Mirror, Screenland, Silver Screen, Glamour and - a Eee EC EE Ce TNT eee ste steereeeeneeeeseccaces 
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a bronzy schiller color, sometimes 
used as a decorative stone. See 
BASTITE. 

brooch (broach or brooch). A piece 
of jewelry to be worn pinned to 
clothing; a breast-pin. 

brookite. A dark-colored form of ti- 
tanium oxide, rarely cut as a gem 
for collectors. 

brown hyacinth. Misnomer for vesu- 
vianite. : 

bruting. A process in brilliant cutting 
of diamonds, rubbing two stones 
together to round their corners be- 
fore facetting. 

buff. 1. A tool for polishing watch 
parts after cleaning, a hand-buff of 
chamois leather or felt glued to a 
wooden handle and charged with 
powdered rouge. 2. A compact 
piece of felt or quilted cloth or 
leather, used with abrasive mate- 
rials for polishing metals or other 
materials. Buffs are both of circu- 
lar form for use in lathes, and of 
flat form with handle for use by 
hand. 

bulb opal. The variety menilite. 

bulbous. In bulb form. Used some- 
times in describing the body of a 
vessel. 

bullet cut. Pentagon-shaped diamond, 
like a baguette ex- 
cept that one end is 
pointed. 

bull’s eye. Dark-colored 
labradorite. 


bulletin watch. A watch 
that has won a prize in a time- 
keeping competition, in an accre- 
dited observatory; a certificate or 
“bulletin” is given by the observa- 
tory to the maker stating the per- 
formance of the watch, to go with 
the watch when sold. 

bullion (bull’ yon). Gold or silver in 
bar, ingot or other form, as dis- 
tinguished from coin. 

Bunsen flame. A_ blue, smokeless 
flame from a Bunsen burner, which 
mixes gas and air, used for vari- 
ous heating purposes in horology, 
and jewelry work. 

burin (beu’rin). An instrument of 
tempered steel, used for engraving 
on metal. It is prismatic in form, 
having one end attached to a wood- 
en handle and the other end ground 
off obliquely, so as to produce a 
sharp point. 

Burma ruby. Name given to the best- 
quality rubies, most of which come 
from Burma. 

burmite. Amber from Burma, essen- 
tially identical with Prussian am- 
ber. Found in dark brown, dirty 
brown, or rarely red and light yel- 
low water-worn masses up to skull 
sizes. It is mostly sold in the 
Orient, though much “Chinese am- 
ber” is pressed German amber or 
bakelite. See CHINESE AMBER. 


Bullet 


burnishing. 1. To produce a polished 
surface on metal by rubbing it with 
a hard, smooth, highly polished 
steel burnishing tool or agate. This 
does not remove any of the metal. 
Objects of burnishing are to bright- 
en, harden and preserve the metal. 
2. To press or swage a metal cor- 
ner over the edge of a stone, etc., 
to hold it in a setting. 

burnisher. 1. A tool for polishing 
metal by burnishing. In watch- 
work, burnishers are flat slips of 
smooth-surfaced hard steel, used 
for polishing pivots, etc. Burnish- 
ing files have one side smooth-sur- 
faced, for polishing jewel-setting 
tops, filed pins, etc. 2. A tool for 
pressing or swaging metal over the 
edge of a stone, etc., to hold it in 
a setting. 

burnt. 1. When applied to a stone it 
means that the color has_ been 
changed by heating. Amethyst is so 
changed to citrine, brown zircons 
turn blue or white, greenish beryl 
becomes aquamarine, and muddy 
pink beryl often changes to fine 
pink morganite. Many stones are 
so treated. 2. Steel which has been 
overheated (hotter than “cherry 
red”) in hardening it. Burnt steel 
has a coarse grain, is brittle, and 
will not take a fine polish. 

burr. 1. On a pivot, a “head” formed 
on the end of a balance pivot by a 
violent thrust against a cap jewel, 
due to a fall or blow suffered by 
the watch. 2. A milling cutter for 
forming a seat for a stone in set- 
ting a piece of jewelry. 

bushing. Repairing a worn pivot hole 
in a metal bearing; essentially, lin- 
ing the hole, after enlarging it for 
the purpose, with new metal in 
which a hole is drilled to fit the 
pivot correctly. 

busma. Jadeite. 

butler finish. Silver finish, sometimes 
called grey or French grey, pro- 
duced by buffing or polishing with 
abrasives. 

butting. A fault in the action of gear- 
ing in a train, in 
which the two wheels 
are too far apart or 
the teeth poorly 
formed, so that the 
transmission of pow- 
er takes place too 
near the points of the teeth. 

butt joint. A joint made by bringing 
two metal ends together and sold- 
ering them on the flat without fold 
or overlap. 

butterfly jewelry. Inexpensive jew- 
elry made from a fragment of a 
butterfly wing, usually a blue Bra- 
zilian Morpho butterfly, covered 
with glass. 

button onyx. Or button opal, is the 
name given to an opalagate from 
New Mexico in which the common 
opal alternates in bands with a 
black chalcedony. 

button pearl. A pearl which is fiat- 
tened on one side. 
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Butting 


Buxton diamond. Quartz, rock crys- 
tal. 

byon. Burmese name for the alluvial 
gravels in which the rubies occur. 

bywater. A diamond color grade, 
somewhat yellow. 


C 


cabochon § (kabb-o-shon’). An _ un- 
facetted form of cut- 
ting; the stone is 
given a rounded con- 
vex shape, and cut 
high or low as is 
best for the desired ie 
effect. Cat’s eyes and star sap- 
phires are cut in a high cabochon 
to bring out the eye or the star; 
moonstones and opals are best cut 
low. Opaque and poor quality 
specimens of many stones which 
are usually facetted are often cut 
in this shape. 

cabra stone (kabb’-ra). Fluorite. 

cacholong (kash’o-long). Or cacha- 
long, an opaque bluish-white or 
porcelain-white variety of common 
opal. Unimportant as a gem. 

caddy. See TEA CADDY. 

caddy spoon. A small spoon with a 
short handle for removing tea from 
a tea caddy. 

cadmium. An elemental metal used 
as an alloy in gold solders to pro- 
mote easy flowing under heat. 

cairngorm (kairn’gorm). Smoky 
quartz. A stone of a smoky gray 
or brownish color, not to be con- 
fused with the yellow citrine. It 
is a popular Scottish stone and 
was named for the locality, a 
mountain, in the streams of which 
waterworn crystals are found. 

cake basket. Flat bottomed, oval dish, 
with curved sides and bail handle, 
used for cakes or fruits. Little 
made after 1900. 

cake breaker. A comb-like device, 
with a number of three-inch steel 
teeth and a dinner knife handle, 
used to separate a cake into in- 
dividual portions. 

cake fork. Fork with long, slender 
handle and five tines. Obsolete 
since 1910. 

calaite (kal’a-ite). 
CALLAIS. 

calamine (kal’a-meen). A name about 
which much confusion has arisen. 
In the United States calamine is 
synonymous with hemimorphite 
and is a silicate of zinc, an ore 
of zine but not a gem mineral. In 
Europe, calamine is the name ap- 
plied to the carbonate of zinc, here 
called smithsonite, and sometimes 
used as a gem, despite its softness. 

calcite (kal’site). A common mineral, 
calcium carbonate, and the prin- 
cipal constituent of limestone and 
marble. It has a strong birefrin- 
gence, and clear crystals, known as. 


Turquoise, See 
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Iceland spar, are used in the po- 
larizing microscope and the di- 
chroscope. Some varieties, often 
colored by natural or artificial im- 
purities, are used as decorative 
material. Onyx marble is a banded 
variety. Mexican onyx, Mexican 
jade, Atlas pearls, calcite prism 
pearls and cerulene are other 
names often applied to calcite. 

calcomalachite (kal’ko-mal”a-kite). 
Mixture of malachite, calcite and 
gypsum, sometimes used as a dec- 
orative stone. 

calf’s head cut. A fancy diamond 
shape, a tapering baguette with 
the wide corners truncated. 

calibrate. To adjust a measuring in- 
strument by comparison with an 
accurate standard. 

calibre. (kal'i-bray).- Small colored 
stones in rectangular or square 
shapes used adjunctively in the 
decoration of a piece of jewelry, 
rather than as the central motif, 
or set in bands in guard rings. Also 
sometimes used in the trade to 
designate small colored stones of 
“fancy” shapes. 

California cat’s eye. Trade term for 
the tiger eye. A fibrous compact 
serpentine which cuts to give an 
“eye,” but very soft. See BASTITE. 

California iris. Kunzite variety of 
spodumene. 

California jade. 
fornite. 

California lapis. Usually a misnomer 
for a mixture of blue dumortierite 
and quartz. True lapis lazuli has 
recently been reported from Cali- 
fornia. 

California 
pebbles. 

California onyx. Dark brown banded 
calcium carbonate, aragonite. 

California ruby. Misnomer for garnet. 

California tiger eye. See CALIFORNIA 
CAT’S EYE. 

californite. A compact variety of 
green vesuvianite which can be cut 
and polished much like jade, which 
it strongly resembles. 

caliper. 1. Usually a measuring tool 
with adjustable jaws that embrace 
the object being measured. 2. 
Horology. a. A tool for holding 


Misnomer for eali- 


moonstone. Chalcedony 





Caliper for holding watch balances 


watch balances while truing them. 
b. English term denoting the de- 
sign or type of a watch or clock 
movement, or of the gear train of 
a timepiece. See BOLEY GAUGE, 
GROSSMAN GAUGE, VERNIER, JEWEL- 
ING CALIPER ATTACHMENT, DIAL 
GAUGE. 
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callainite (kal'lane-ite). A mineral 
related to turquoise found in a 
Celtic grave in Brittany. The 
source of the material is unknown. 
It is translucent, apple to emerald 
green in color, and some has been 
cut as a gem stone because of its 
historic interest. It is of no com- 
mercial significance, because of its 
rarity.« The name is from Callais. 

cam. An irregularly shaped part of a 
mechanism, which rotates to give 
variable motion to another part 
pressing against the cam. Ex- 
ample: The heart-shaped piece that 
returns sweep-seconds hand to 
zero in a timing watch or chrono- 
graph. 

Cambay stone. Carnelian from Cam- 
bay, India. 

camels hair pencil. A small round 
brush for applying flux or other 
materials in jewelry work. 

cameo. A stone, usually composed of 
two differently col- 
ored layers, which 
has been carved so 
that a raised image 
in one color stands 
out on a background 
of another color. 
Cameos are prin- Cameo 
cipally cut from a 
variety of agate with flat bands, 
dyed and know as onyx or sar- 
donyx. These are known as stone 
cameos. Shell cameos are cut from 
shells with similar colored layers. 
Shell is softer and more easily cut 
than agate. Cameos are molded 
of Wedgewood porcelain, of lava, 
and of glass. The glass cameos 
are often made in imitation of the 
cut stone cameos. See INTAGLIO 
and CHEVEE. 

Canada balsam. A transparent gum, 
used for cementing separable bi- 
focal lenses to the main lenses in 
spectacles and eyeglasses, and for 
similar purposes. 

canary diamond. A fancy diamond 
with a strong, pleasing yellow 
color. The Tiffany diamond, a 
square-cut brilliant of 128.5 carats, 
is the largest known canary dia- 
mond. 

canary beryl. A greenish-yellow beryl, 
but the name has no standing and 
its use is undesirable. 

canary stone. A yellow carnelian. 

cancrinite (kan’krin-ite). A complex 
silicate mineral sometimes used as 
a decorative stone or cut cabochon 





A GLOSSARY OF TRADE TERMS 


This is the fifth installment of a 
comprehensive dictionary of trade 
and technical terms used in the 
jewelry industry. Succeeding sec- 
tions will be published every month 
in these pages. It will be useful to 
preserve a file of the numbers con- 
taining the various installments. 
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for collectors. Litchfield, Maine, 
‘cancrinite is yellow and is asso- 
ciated with white feldspar and blue 
sodalite; elsewhere it is white, pale 
violet or deep blue. 

cand. Blue-john fluorspar, also spelled 
cann and kann. 

candelabrum. 1. A candlestick having 
several branches. 2. A highly orna- 
mental stand, usually having three 
feet. (Plural, candelabra.) 

candle lamp. Candle stick equipped 
with glass chimney to protect the 
candle flame from breezes. Also 
called hurricane lamp. 

candle snuffer. See SNUFFER AND TRAY. 

candy dish. Any small receptacle for 
holding candies. Also called bon 
bon dish. 

cannon pinion. A hollow cylinder with 
pinion leaves at its lower end, 
fitted friction-tight to the center 
post extension of the center pinion 
of a watch or clock, and forming 
the first member of the dial train, 
with its leaves engaging the teeth 
of the minute wheel. The minute 
hand is usually fitted to the top 
shoulder of the cannon pinion. 
Sometimes spelled canon, as in 
French. 

canutillos (kan-oo-teel’yos). Colomb- 
ian term for fine gem emeralds. 

cap. 1. Inside cap, an extra cover 
hinged to a watch case center, in- 
side the outer cap or “back” of the 
case. 2. Dust cap, a metal cap 
bolted over the movement of some 
English watches to cover the 
movement and protect it from dust. 

cape. A color grade of diamonds. The 
third and fourth grades, with a 
slight yellow tint, are known as 
first cape and second cape, respec- 
tively. First white and white pre- 
cede this group; first bye and 
second bye are the next grade be- 
low capes. 

Cape ballas. Ballas from the African 
mines. 

cape border. A border used on a tea 
set having a rim or shoulder which 
overhangs the body. 

Cape chrysolite. Prehnite. 

Cape emerald. Prehnite. 

Cape garnet. Almandine garnet from 
South Africa. 

Cape May diamond. A misnomer for 

- rock crystal from southern New 
Jersey. 

Cape ruby. A misleading name given 
to the ruby-red pyrope garnets 
found in association with the dia- 
monds in the blue ground. 

Cape stone. See CAPE. 

Cape white. See CAPE. 

cap jewel. Also called end stone. A 
flat unpierced stone placed over a 
hole jewel to make contact with 
the end of a pivot. The cap jewels 
over both pivots of an arbor limit 
its endshake and minimize end 
friction compared with the greater 
friction of shoulder pivots without 
cap jewels. 

(To be continued next month) 
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DETECTING SUBSTITUTE GEMS 
(From page 60) 


the table, but while these features are indications they 


. can not be considered proof. 


Synthetic spinel is produced in the same manner as 
synthetic corundum except that powdered magnesium 
oxide and aluminum oxide is used. Various colors are ob- 
tained through the use of small amounts of metallic 
oxides added to the powder. These have been given q 
series of misleading names such as “rose topaz,” “syn- 
thetic chrysolite,” “synthetic peridot,” etc. The detec- 
tion of synthetic spinel is similar to the detection of 
synthetic corundum. It was not put on the market as 
early as synthetic corundum and therefore if we know 
that a spinel was in existence before 1908 we can be 
sure that it is a natural stone. Synthetic spinel has the 
same bubbles and curved lines; but lacks the dichroism 
of corundum. Under a polariscope, it will usually show 
anomalous double refraction which is lacking in genuine 
stones. 

Doublets and triplets consisting of two or three pieces 
of genuine material or one part genuine and one part 
imitation, cemented together, belong in a group known 
as ‘“‘assembled stones.”” These are probably not often 
manufactured today, as here again they have been re- 
placed by synthetics. In rare cases the so-called “gen- 
uine” doublets were composed of two pieces of genuine 
material for the purpose of making a large stone out of 





Natural ruby with characteristic 
rod-like inclusions running in three 
directions. Magnified 65 times. 


two smaller fragments. More common are the opal 
doublets, where a top of superior material is cemented 
to a base of poor quality. 

“Genuine” triplets have a crown and base of genuine 
material separated by a layer of non-genuine material 
which serves to give color to the stone. In the group 
of assembled stones also belong the “foil backs,’ where 
a stone is coated on the back with colored foil or even 
lacquer to increase the color of a pale stone. The kind 
of doublet most often encountered is made with a crown 
of genuine material and a base of glass or stone of lesser 
value. 

Doublets may be identified by immersing them in 
water or mineral oil. This cuts down surface reflections 
and allows the two parts to be seen more distinctly. If 
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yiewed through the table with sufficient magnification, 
bubbles in the layer of cement can always be seen, and, 
if viewed from the side, the division line between the 
two parts is apparent. Bubbles in the cement layer must 
not be confused with bubbles in synthetics or glass imita- 
tions. Many false doublets have a garnet top and these 
ean usually be detected by laying them table down on a 

iece of white paper. They then show a red circle 
around the girdle. 

Still manufactured in great quantities are the straight 
imitations which are for the most part glass of various 
composition and less often glazed porcelain or enamel or 





Synthetic corundum, magnified 38 
times to show characteristic cracks. 


various synthetic resins. All are non-crystalline and are 
therefore warm to the touch, and amorphous, a quality 
easily detected by a simple polariscope. Usually they 
show bubbles and flow lines under suitable magnification 
and illumination. The vitreous luster of glass often 
varies from the luster of the stone which it is made to 
imitate. Another test perhaps of some value is to place 
a drop of water on the surface of the stone by dipping 
a toothpick in water and applying it carefully to a facet. 
In genuine stones the drop tends to remain with a 
steeply curved surface whereas in glass the drop tends 
to spread and flatten out. Nearly all glass is softer than 
quartz. 

Heated and dyed stones must also be considered as 
substitutes as they have been doctored by man to change 
their color from the natural hue. Thus, citrine is pro- 
duced by heating amethyst or smoky quartz. Zircon in 
its well-known blue color is heat treated. 

Unfortunately, there is at present no method of iden- 
tifying a heat-treated stone from a colored-by-nature 
stone of the same species. 

Dyed stones have had their color changed by the use 
of chemical dyes or chemical reactions often involving 
heating as well. Turquoise may thus have its color 
deepened, chalcedony is dyed various colors, the so- 
called “Swiss lapis” is a chalcedony stained deep blue. 
Rock crystal may be dyed to imitate amethyst, citrine 
or cairngorm by heating and plunging into a solution 
of dye. 

Usually dyed stones can be detected by those familiar 
with the color of the natural stones they are made to 
imitate as the dye colors are much more vivid than the 
natural. The quartzes which are heated and dyed are 
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easily identified under magnification as they show 
“crackling,” that is many fine cracks are developed un- 
der the surface and the color is seen to have entered 
these. 

Quite different from dyeing is the coating of stones 
with a material to improve their color. Diamonds have 
been thus coated with a thin gelatin-like layer of blue 
or purple dye to overcome a natural yellow color and 
make them appear bluish. Often such coatings may be 
removed by soaking in alcohol, sometimes it is necessary 
to boil the stone in sulphuric acid. : 


CAN MEN'S DIAMOND RINGS BE SOLD? 
(From page 45) 
course, and most customers readily comply with the 
suggestion. If one hesitates, we assure him that there 
is no obligation; we merely want to acquaint him with 
the unusual values we are offering, we really desire his 
opinion, we hope he will tell his friends, and so on, 

“In every case we show the customer a ring in his 
size, let him inspect it closely, and invite him to slip it 
on his finger. The psychology of this is obvious. Our 
salespeople are not permitted to use high-pressure 
methods, but they are taught to present merchandise in 
such a way that customers will sell themselves. We also 
stress the permanent value of diamonds and explain our 
trade-in arrangement under which any diamond _ pur- 
chased from us can be applied toward the purchase of 
a larger stone later on if desired. 

“In the case of a young, unmarried man, we suggest 
that this would be a good time for him to start buying 
a diamond; he has few obligations now and he will be 
in the market for an engagement ring sooner or later. 
When that time comes he probably will have his diamond 
paid for and if he so desires, he can have it reset as an 
engagement ring. In making the presentation to older 
men, we talk chiefly on the valuable asset feature, point- 
ing out that they can soon be possessors of an object 
of substantial, realizable value by paying only a dollar 
or so per week. 

“If a customer shows little interest in a diamond and 
says that if he were going to buy anything at all just 
then, it would be a wrist watch or other article, we 
immediately take the cue and turn to the article he 
mentions. In this way, our effort on men’s diamond 
rings often leads to the sale of many other items as well. 

“The main thing, however, is the fact that before we 
started this campaign we had been selling around 25 
men’s diamond rings per year. We began this in May 
of last year and our sales during the remainder of 1940 
totaled 477!” 

To illustrate how the plan works in practice, Mr. 
Rosenbaum called in Charles H. Gold, his sales manager, 
and asked him to relate some of his personal experi- 
ences in applying it! Both laughed and joked over the 
many bets which the sales manager had won from his 
employer because the latter frequently offers to bet the 
former that he won’t sell a given number of men’s dia- 
mond rings within a given time. It seems that Mr. Gold 
usually wins, but obviously Mr. Rosenbaum likes to lose 
such bets! 

Mr. Gold related numerous examples to illustrate that 
such suggestive selling really is easy when properly 
used, and that it is very much worth while. One case 
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was that of a man who entered the store recently for 
the first time. He had some minor repair made on his 
watch and, noticing him waiting, Mr. Gold invited him 
to be seated in his office, gave him a cigar, and engaged 
in casual conversation. Then he mentioned the diamond 
special and asked the customer to look at it while wait- 
ing. In the course of the conversation that followed, the 
man said he would have a birthday the following week 
and that he would suggest to his wife that she buy him 
a diamond ring as a present. He did bring her in and 
they selected a $400 ring for him. Then Mr. Gold sug- 
gested that she should have one also and she took one 
at $550. 
selected a $500 diamond ring which he says he will 


Hhe same customer has since been in and 
buy soon for his daughter. 

A young married man manifested little interest in a 
diamond ring for himself but said if he were to buy 
anything, it would be a wrist watch. Mr. Gold promptly 
remarked that they had an extensive stock of the latest 
wrist watches and asked the customer to see them, so 
that he would come there when he was ready to make 
the purchase. As it turned out, the young man was so 
intrigued by the new watches, that instead of waiting 
and coming back, he bought one then and there for 
$49.75. Then he wondered whether his wife would 
approve of his making this purchase for himself, so 
Mr. Gold suggested that a sure way to keep peace in 
the family would be to take home a diamond ring for 
his wife, which he could do on the easy payment plan. 
The net result was an additional sale of an $87.50 ring. 

On another occasion, Mr. Gold was telling a couple, 
on whom he was waiting, about the store’s diamond rings 
for men. They were not greatly interested, assured him 
they had no intention of buying and didn’t like to take 
his time. Of course, he replied that he was there for 
just that purpose and that he was delighted to have 
them see the merchandise, whether or not they were in 
the market at the time. They might be in the market 
later, he said, and even if not, they would probably tell 
their friends about the splendid values they saw at 
Meyer’s, and so on. Moreover, he would really like to 
have their opinion of the rings for, after all, a knowl- 
edge of their customers’ opinions and tastes is helpful 
to the store in buying its stock. The man finally re- 
marked that his wife used to have a fine diamond ring 
but had lost it, whereupon Mr. Gold suggested that this 
would be an opportune time to replace it, and turned to 
the women’s diamond rings. He sold her one for $100. 

Besides being always alert to take advantage of any 
hint or suggestion dropped by the customer, Mr. Gold 
says that it is essential to win the customer’s confidence. 
A good way to do that, he has found, is to show an 
imperfect diamond and tell the customer very frankly 
that it is imperfect. 

“Like most jewelers, we carry both perfect and 
slightly imperfect diamonds,” he said, “but the imper- 
fects have a tag of different color from that on the 
perfect ones. The average customer doesn’t even pre- 
tend to know anything about diamonds, of course; he 
buys on confidence. It is highly important, therefore, 
to win his confidence and to demonstrate, without ap- 
pearing officious, that you do know diamonds. I fre- 
quently do this while showing diamonds by taking out 
one and saying something to the effect that this is a 
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splendid value but that the stone is imperfect. The cus- 
tomer’s interest is aroused at once and almost without 
exception he will ask what is wrong with the stone. I 
then tell him frankly just what the imperfection is and 
point it out to him, even having him use the loupe where 
necessary. I also call his attention to the fact that the 
tag on the imperfect is of a different color from that 
on the other rings I’ve been showing him. This is pretty 
convincing that the firm is thoroughly reliable and does 
not misrepresent its goods. It is also evidence that I 
know diamonds and that he can depend upon my judg- 
ment and advice. It is surprising how even a cold pros- 
pect will usually warm up under this approach. 

“One other thing I want to emphasize,’ Mr. Gold 
concluded. “After making a sale, some salesmen suspect 
that the customer may feel that he has been sold a bill 
of goods and may wish he hadn’t bought. Such salesmen, 
therefore, are inclined to avoid that customer thereafter. 
We undertake to inspire confidence on the part of the 
customer and to retain that confidence after we have 
won it. Instead of avoiding a customer, therefore, we 
make it a point to greet him cordially and to act as if 
we have done him a genuine service, which we likely 
have. We want our customers to be satisfied and to re- 
main satisfied. The first sale is only the beginning of a 
business relationship which we expect to continue in- 
definitely. We fully expect to sell him other merchan- 
dise from time to time.” 

The Meyer Jewelry Co. has three stores in Detroit, 
including one of the finest in the downtown district. 


The company was founded about 20 years ago by Meyer 
Rosenbaum and has developed from a modest beginning 
as a small neighborhood store. 





U. S. DIAMOND CUTTING COSTS RISE 


A new wage schedule signed in New York last month 
between employers and the Diamond Workers Protective 
Union of America (AFL) boosted the average wage paid 
the 450 journeymen cutters to more than $100 a week. 
While goods cut under the new scale, which extends to 
Sept. 1, have not yet reached marketing channels, rep- 
resentative diamond dealers said that higher wages and 
vacation pay will raise labor costs by 35 per cent. This 
will increase the price of cut diamonds in inverse pro- 
portion to their size, ranging probably from 15 per cent 
for quarter-carat stones to 8 per cent for carat sizes. 

German jewelry industry publications shed little light 
on recent developments of the cutting industry in Am- 
sterdam and Antwerp. Apparently, the various cutters’ 
organizations that formerly existed in Belgium were con- 
solidated on Jan. 10 into one unit, and a “distribution 
office” in Brussels and a “control office’ in Antwerp 
have been set up to distribute rough diamonds and to 
regulate the dealing in gems. 

In England, where there are 150 polishers, a Diamond 
Club has been opened by Neville Laski, K.C., at Audrey 
House, Ely Place, London. The club will be run on 
lines similar to the old Antwerp and Amsterdam ex- 
changes. 








GEM OF MYSTERY 


— there is nothing mysterious about its popularity. The 


Zircon is indeed a best seller. And, we can confidently say 


that our stock of Zircons is one of the largest and most com- 


plete in this country. Naturally, we are anxious to serve you. 


Why not let us show you these Mystery Zircons today? 
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MOTHER'S DAY A GREAT GIFT OCCASION 


Take all the mothers in America and roll all their 
birthdays up into one single day, and what would you 
have? The answer, figured in the possibilities of gifts 
received by mothers and sold by jewelry stores, is 
Mother’s Day. 

Mother’s Day, which comes this year on May 11, 
really resembles a second birthday for most mothers, 
whether their children are mere infants or grown men 


and women. More and more jewelry stores each year 


The official 194] 
Mothers Day poster, 
in four colors, may be 
obtained from the 
National 
for the Observance of 
Mothers Day. 





realize the sales importance of this occasion, and start | 


special window displays and advertising programs about 
the first of May. 

A family gift to the mother of the household, with 
father and the kids clubbing together to buy something 
really fine, offers the jeweler opportunity to promote 
such Mother’s Day gifts as a chest of plated flatware, 
several place settings of sterling, a complete service of 
chinaware, crystal sets, or silver dresser sets. 
watches and gift and art wares are also important parts 
of the Mother’s Day program. 


The official Mother’s Day poster, painted by Mc- | 
Clelland Barclay for the National Committee on the | 


Observance of Mother’s Day, 129 W. 30th St., New 
York, shows a lovely young mother with a freckle-faced 
little boy and a merry-eyed little girl, and the slogan, 
“Remember Mother . . . she never forgets.” 


This insignia is prepared in a series of display cards, | 
window backgrounds, streamers, posters, gummed stick- 
Ss | 


ers, buttons, cellophane ribbons and advertising mats, 
all or any of which may be obtained for nominal sums 
from the committee at the address mentioned in the 
paragraph above. 

Employes can stimulate Mother’s Day activity by 


wearing white, pink or red carnations during the week | 


or 10 days before May 11. 

Is your repair department as busy as it could be? 
It’s easy to zip up revenue. Simply display in a series 
a ring or pin that you have re-set for a customer show- 
ing the old and the new, labeling them “before” and 
“after.” Be sure to choose as the “before’’ several un- 
attractive pieces in marked contrast to the streamlined 
jewelry of today rather than old pieces inherently charm- 
ing which ought properly to stay as is. 
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MERCHANDISING CALENDAR 
Easter, April 13. 
Display lockets, charms, flower jewelry- 
jewelry—with pieces of fashionable spring suitings 
and dress fabrics as the background. Also promote 
crosses and religious goods. 
Nationa Basy Week, April 28-May 3 
Makers of children’s jewelry and children’s silver- 
have material. Counter 


ware sets special display 


cards, window streamers, mats and seals may be ob- 


tained from Parents’ 52 Vanderbilt Ave., 


New York. 
Moruer’s Day, May 11. 


Magazine, 


Silver tableware, dresser sets, glass wares, gift and 


art wares, jewelry, watches make the jewelry store 

Mother’s Day headquarters. Posters, window back 

artificial 
mats may be obtained from the 
for the Observance of Mothers 
St., New York. 

ScHOooL AND CoLLEGE GRADUATION. 
Distributed through May 


grounds, stickers, buttons, carnations and 
National Committee 


Day, 129 W. 30th 


and June, the Commence- 
“watch- 
The rest of the store also participates. 


ment season is second only to Christmas as 
time.” 

BRIDALS. 
Between 20 and 23 per cent of the year’s weddings 
are concentrated in May and June. ‘Nuff said. 


all sorts of 


tional Council for the Promotion of Father's Day, 

Inc., 9 E. 41st St., New York, can supply display 

and selling aids. ; 
VACATION NECESSITIES. 

June commences the vacation season, which this year 

will concentrate travel within the United States and 

to Canada and Mexico. Jewelers can promote water- 
thermos bot- 
tles, luggage, lighters, portable radios, costume jew- 


happy 


proof, shockproof “fisherman’s watches,” 
elry, and other things to promote comfortable, 
jaunts away from home. 

SUMMER ENTERTAINING. 
The opening of country places calls for beverage sets, 
glassware, silver, vases, lamps and other furnishings, 

Hostesses and guests need bright, gay jewelry. Sug- 


gest a “thank-you” gift for the hostess to supplement 


the customary note of gratitude. 


STAGES APRIL "HOUSECLEANING" SALE 
7 WICE a year, usually in the spring and late sum- 

mer, Fasold Jewelry Co. of Gulfport, Miss., has been 
able to clean up all slow-moving odds and ends in the 
profitable rate. Although the 
summer featyre, which disposes of summer costume 
jewelry and similar stocks, is fully worthwhile, the 
spring date, usually early in April, has shown the most 


store at a reasonably 


I'aruer’s Day, June 15. 
Men’s 


effective results. 


jewelry, lighters, cigar and cigarette cases, 


pipes, watches to honor dad on his day. The Na- runs a 


At this time Joseph K. Fasold, president of the store, 
“spring housecleaning sale” 


designed solely to 
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get rid of pottery, vanity cases, glassware, novelties, 
costume jewelry, outmoded hollowware patterns, ciga- 
rette lighters and some masculine jewelry. It operates 
from one to two weeks, and has served the purpose to 
everybody's satisfaction. 

Everything in the store in the slow-moving or soiled 
category goes into the largest display window of the 
store in early April, every item carefully tagged with its 
sales price. Instead of using one large show card which 
offers one-fourth or one-half off, Mr. Fasold believes that 
individual price cards pull better in a stunt promotion 
of this type—because customers will closely examine 
every item in turn, rather than looking at the window 
as simply a mass display. 

The window, because it’s the most important sales 
energizer for the house-cleaning feature, is carefully 
trimmed. The floor is covered with a soft velvet cloth, 
and marked-down merchandise distributed at least 10 
in. apart over this surface. A handsome card at the 
rear of the window explains the sale, the mark-down rate 
used, and tells the onlooker succinctly that he cannot 
expect to find similar prices at any other time of the 
year. Word-of-mouth mention of the sale feature has 
made it necessary for Mr. Fasold to run only one small 
ad to insure that the “spring housecleaning sale” will 
receive the limelight it deserves. 

In fixing the price of an article, Mr. Fasold has devel- 
oped a clever incentive for buying. Cost has no bearing 
on the sale price. Price is gauged on a scale of 29 cents 
for a dollar item, 58 cents for a $2 item, and so forth 
up the scale. A $12 vanity set, for example, was sold 
during the 1940 feature at $3.48. Four silver teaspoons 
for one dollar are typical of this price structure. 

Mr. Fasold gives no refunds, credits, or exchanges— 
merely stating that it is stuff the store cannot seem to 
sell in any other way, and “letting the customer in on 
it.” He has found that a great many shoppers will buy 
this merchandise for use as later gifts at Christmas time 
or other occasions. 


"TIE IN WITH LOCAL EVENTS," SAYS GOFF 

T'ampa’s Latin Carnival, staged each winter, is one of 
the most colorful entertainment events of the Florida 
season. Dewey Goff, of the Goff Jewelry Co., makes 
full use of it to bring many additional customers to his 
store. 

The carnival is sponsored by the West Tampa Cham 
ber of Commerce and includes a contest for Miss Latin 
America and a Court of Maids. Miss Latin America is 
clected as Queen of the Carnival by popular vote from 
among the four maids elected the previous year. 

Fach year Dewey Goff presents the newly elected 
Queen with a wrist watch which before the event is 
prominently displayed in his window with background 
displays that serve to tie in the whole project. The award 
is also featured in his newspaper advertising with items 
with a Latin-American good-will angle. 

This is only one of the many promotions with which 
Goff ties up during the year. Another which he has used 
with great success is the famous mid-winter Florida 
pistol shoot, which gathers marksmen from all parts of 
the country. He suggests other jewelers can also find 
excellent opportunities for similar promotions in their 
own towns by being on the lookout for them. 
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A priceless vase, exquisitely designed 
—traditional worth. Alevely watch 
ease created for beauty—that too—is 
traditional worth. Since 1889. watch 
eases designed by Wadsworth have 
been unequalled, have been first in 
quality, beauty. workmanship—and 
sales appeal. 
Offices 


New York, 630 Fifth Ave. 
Chicago, 35 East Wacker Drive 


Wadsworth 


THE WADSWORTH WATCH CASE CO., INC. DAYTON, KENTUCKY 
RE A: ERLE EE EOE NTC NCEE REE 
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A precious gift demands 
a precious-looking pack- 

ge. Metal Goods Jewel- 
ers’ Foil, a lustrous, 
aluminum wrapping 
paper — distinctive but 


inexpensive — indicates 


prestige and dignity 

and identifies you as a 

jeweler of quality. 

ee your supplier or as 
prices and sample 











THEY WANT WATCHES WITH DIPLOMAS 


(From page 49) 


Mulford’s has used this system, with minor variations, 
for ten successive years. The response from the very 
beginning was good, Last year, for example, Mulford’s 
distributed 1250 pictures, or approximately 90 per cent 
of the 1400 boys and girls who graduated. The results 
from the standpoint of sales are not only good during 
graduation time, but even better during the Christmas 
season. 

“One reason we think the response has been so sue- 
cessful,” says L. S. Harwell, president, ‘is because it 
is commercialized as little as possible. A person calling 
for a picture is never approached on the subject of 
purchasing anything. When they come in for a picture 
we deliver it to them and say nothing more, unless they 
bring up the fact that they wish to make some purchase 
as a graduation gift.” 

Printed form letters are used to notify the members 
of the graduating class about obtaining these photos. 
And in the body of the letter, as well as in the caption, 
the names are used. The most important thing here is 
that the fill-in should correspond with the type, so it 
will not look like a fill-in job. But a good stenographer 
can do that by watching the condition of the typewriter 
ribbon. 

The same photographer has been employed through 
the years. He makes the pictures for a flat rate at so 
much per print. The store does not contract for any 
particular number but pays only for those that are used. 

Mulford’s also uses a letter to junior high school 
graduates, which is a direct sales letter, and gives no 
gift. The letter has a little mirror pasted at the top 
and says “Portrait of a graduate we'd like to see at 
Mulford’s, 6 S. Main St. Take a good look at him, 
Mr. Harwell. You know him, don’t you? And we are 
here to say...” This has been in use only a short while, 
but has already demonstrated its value. 

Graduates’ photos are used in a different way to pro- 
mote sales for Edwards & LeBron, Chattanooga, Tenn. 
This firm scours the galleries of local photographers for 
individual portraits of the graduates and gets permission 
from the boys and girls to show their pictures mounted 
in silver frames, in the store’s display windows. 

“Nothing makes a window more lively than pictures 
like these,” says Reuben Hudson, of the Edwards & 
LeBron firm. “People are interested in looking in to 
see if there is a photograph of any boy or girl they 
know. They’re apt to say to their friends, ‘I noticed 
your daughter’s picture in the window of Edwards & 
LeBron’. Mentioned to friends, relatives and acquaint- 
ances, this word-of-mouth advertising is so effective that 
people frequently drive up in their automobiles to get 
out and see these pictures in the windows. 

“We have a frame department, and this method of 
showing pictures has enabled us to sell a great many 
picture frames, as well as to interest graduates in 
watches, silver, rings, cameras and jewelry.” 

School and campus atmosphere “props,” such as class 
colors, pennants, pictures of school or college buildings, 
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blowup photos of graduates in caps and gowns and 
parchment paper rolled like diplomas, help to associate 
a window display of watches with the idea of gift- 
giving at graduation time. 

For instance, the White Jewelry Co., of Ashland, 
Ore., last year displayed a large photograph of the 
graduation class, silver vases containing flowers of the 
same hue as the class colors and pennants of the local 
high school. Plus a representative showing of several 
brands of watches. 

A more ambitious display arranged by Le Roys, Los 
Angeles, used three windows to feature ‘““Watches—the 
lifetime gift—to make graduation live forever.” The 
center window showed a blowup of a college building 
and a group of collegians in caps and gowns. The 
window at the right showed a large picture of a yeung 
man graduate, and the display at the left used the photo 
of a young woman graduate. A stepped-up floor in each 
of the windows displayed nationally advertised watches. 
This tie-in radio announcement was used just before 
the 10 P.M. news summary: “Watches for the graduate. 
See our displays and get our convenient budget terms.” 

A strikingly unusual graduation-time window, used 
by Paul Feldenheimer, Portland, Ore., had three flying 
bluebirds, each 14 inches long, suspended by fine wires 
from the ceiling. Each bird carried a diploma in its 
bill. The floor was covered with ivory satin and on this 
were laid two black mortarboard caps, in the center of 
one being a wrist watch for a girl, and in the other a 
strap watch for a boy. Between the caps were two 
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rolled diplomas. Grouped around the pedestal holding 
a pile of wrapped diplomas were a number of high 
school books—physiology, Caesar, geometry, physics 
and general history, each with a watch laid across its 
open pages. A card fastened to the pedestal bore the 
the little verse: 


NOW FOR THE TIME OF THEIR LIVES 
Goodbye, school! Goodbye, books! 
No more teachers’ cranky looks. 
Graduation time is here. 

Because it’s a “once-in-a-lifetime” event for most 
people, comparable to the day they are born and the 
day they are married, Graduation Day is always a 
major occasion. Supported this year by large-scale na- 
tional advertising, by practical selling aids of all kinds 
furnished by the manufacturers and importers, and by 
widespread ability to buy, watches need only point-of- 
sale promotion to boost store volume during May and 
June to a new high. 


AMERICA MAY PRODUCE SYNTHETIC GEMS 


Two major chemical concerns, it became known last 
month, have experimented since fall on the production 
of synthetic stones, primarily to be cut as bearings 
for aviation instruments and other precision mechanisms. 

Synthetic emeralds, said to have been made in Amer- 
ica, have been advertised recently by a San Francisco 
lapidary. They include rough crystals up to one-half 
carat and small cut stones up to 2 mm. in size. 


























HEN a jeweler can get better than one out of 
every four people in town to visit his store in a 
single day, he’s done darned near the impossible! 

Yet out in Cheyenne, Wyo., the Todd Jewelry Co. 
has done just that—and it’s a blooming shame that 
more jewelers don’t sponsor flower shows some time dur- 
ing the spring or summer. 

More than 5000 people visited Todd’s on Thursday, 
Aug. 29, last year during the all-day flower show which 
the jewelry store promoted in partnership with the Wyo- 
ming Eagle, the city’s morning newspaper. The show 
was so successful that Mr. and Mrs. I. E. Todd intend 
to make it an annual affair during the last week in 
August. 

This is the one day in the year the Todds do not at- 
tempt to do any business. All floor salesmen are kept 
in the background, and Mr. and Mrs. Todd make it a 
point to mix with the crowd all day long, meeting as 
many of the contestants and visitors as is humanly pos- 
sible. 

“Though we don’t sell anything that day,” said Mr. 
Todd, “we certainly get to meet a lot of substantial peo- 
ple that we can’t help but think will be customers some 
time in the future. The show is sponsored with no 
thought of immediate sales or profit in mind, but the 
community good will that results cannot help but win 
new customers for the store, since most of the contestants 
and their friends are home-owners and substantial citi- 
zens.” 

On Flower Show day, Todd’s busy schedule runs 
something like this: 

7 a. m.—Doors open to permit contestants to arrange 
their exhibits. Everyone who has grown flowers in 
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5000 See Flower Show 


Sponsored by Cheyenne Jeweler 





Jeweler |. E. Todd, up- 
per left, and Mrs. 
Todd, right, who win 
new friends for their 
business by sponsoring 
Cheyenne's annual 
flower show. Left, 
judges pick winning 
exhibits, for which sil- 
verplated hollowware 
and hand-forged alu- 
minum were prizes. 
Some victors and their 
trophies are pictured 
immediately above. 





Cheyenne and vicinity is eligible to compete. Registra- 
tion is not necessary. There is no entry fee. All you do 
is bring your flowers to the show, and you've entered the 
competition. Attach to each entry a card with your 
name, address and division you wish to enter. 

9 a. m.—The Flower Show opens for visitors, who last 
year saw 132 exhibits. 

4-5 p. m.—Judging, by a committee of three well- 
known local gardeners. 

5 p. m.—The Todd Jewelry Co. awards prizes to 
winners in 15 classifications. Prizes last year were sil- 
verplated hollowware and handwrought aluminum pieces, 
valued at $75. 

9:30 p. m.—F lower Show closes. 
an additional hour to remove flowers. 

Todd’s store was filled to capacity all day and eve- 
ning, and the crowd overflowed onto the sidewalk while 
the judging was performed by amateur but expert horti- 
culturists well known throughout the Cheyenne area, an 
architect, a railroad conductor and a woman artist. 

Because a large crowd saw the prizes presented and 


the newspaper pictured the winners and their trophies on 
(Please turn to page 90) 


Contestants have 
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Special pieces for buffet service . . . 

cold meats, hot dishes, cocktail trays, 

tidbits at tea, elaborate jellied salads, 

moulded frozen desserts . . . fit the modern way 
of entertaining. Also good as individual gifts, 


beautifully boxed for consumer presentation! 


GORMAN 


America’s Leading Silversmiths Since 1831 


Sterling 


PROVIDENCE, R. L. 





They’re New! 


—— 








Retail prices quoted 


® The contrast of broad, sim- 
ple surfaces with high-relief 
ornamentation, deeply oxid- 
ized, gives Gorham's new 





® "Soiree,' the newest Barbara Bates success, r Pi ens te chal 
can be used for a manicure kit, or a jewel case oe ~~ . Be Moon hd 
—but girls love it since it makes a stunning eve- ai . owl ‘on 60 se 
ning bag. C. J. Bates & Son, Chester, Conn. $5. ie thi se ae 





® The Neet "No-Stitch" watch strap, in sturdy buffalo 
leather that won't come apart, has saddle metal 
buckles and loops. Lasko Strap Co., Jersey City, N. J. 





® The new Remington 
Double Header, with 


® Marvin Watch Co., 580 two rounded  shaving- 
Fifth Ave., New York, presents heads, removable hair- 
this new-style, thin, flat model pockets and removable 
man's strap watch, with 15 guard, replaces the 
jewels, stainless steel case. $30. Burgundy single-head 


model 28. Price, $12.75. 


® Vase, $18, from the Viking 
group in sterling, which in- 
cludes cigarette case, sand- 
wich tray, sugar and creamer, 
bowl, compote, baby cups. 
Made by the Quaker Silver 
Co., North Attleboro, Mass. 












eat ROE IS 


®@ In the new "Fiddle Shell" 
pattern, Frank W. Smith, Inc., 
Gardner, Mass., has decorated 
the historical fiddle-back out- 
line with a shell design. The 
new creation is a companion 
pattern to the same firm's clas- 
sic "Fiddle Thread" pattern. 
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They’re New! 








All Prices Retail 


@ Birchmere, showing a new technic 
in china decoration, after the Swed- 
ish legend that if a birch were cut 
and placed by the door the tree's 
spirit would bless the house. Service 
plates, 14!/-inch diameter. $14 a 
dozen. Produced by Theodore Havi- 
land & Co., 26 W. 23rd St., New York. 





@ The St. Christopher bill clip is 
an attractive new gift item made 
by Clifford A. Miller & Co., Inc., 
64 W. 48th St., New York, in 14 
karat gold, in several different 
sizes, to retail from $30 and up. 











@ Waltham Premier Topsfield has a 
new 23-jewel spherical movement, 
cased wafer-thin in 14 karat gold. 
Applied gold numerals. Priced $150. @ The new setting developed for 
Untermeyer - Robbins' American 
Beauty rings creates the illusion 
of fully-paved side panels on en- 
gagement rings and on tops of 
wedding rings. Using less smail 
melee, the band has the effect of 
a row of channel-set diamonds. 





@ Warren Telechron Co., Ashland, Mass., has 
just perfected this new electrically illuminated 
“business timer'’ for wall use indoors. The metal 
case and back are lacquered with bronze. $24. 





@ Bulova's newest man's wrist 
watch is the "Cambridge" model 


which has 15 jewels, an attrac- @ International Silver Co.'s new 
tively engraved case, and a popu- pattern in sterling, “Colonial 
larly styled bracelet. Priced $29.75. Shell," is based upon authentic 


themes of I7th and [8th century 
silversmiths, including the shell 
7 motif, a rat-tail design on the 
backs of forks and spoons, and 
the downward curve of handles. 
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FAMOUS NAMES 


and how jewelers everywhere can 
put them to work 


The great manufacturers and distributors listed 
here spend many thousands of dollars each 

year in national advertising. Their names appear 
regularly in the pages of Harper’s BAZAAR. 
Why? To help you sell more of their prestige. 
products to your customers. 


And if you, Mr. Jeweler, put these names to work 
for you—if you arrange attractive displays of nation- 
ally advertised jewelry, watches, silver and china — 
you'll find your women customers thoroughly 
familiar with them—half-sold already in fact! 


For display suggestions and merchandising 
aids, write to 


“BAZAAR 


572 MADISON AVENUE, NEW YORK CITY 

















CASH for Your Entire Stock and Fixtures 


— Over $5,000,000 Worth of Jewelry Stocks Purchased In Past Ten Years — 


Among The Numerous Stocks Purchased Recently Are: 


$150,000—J. Henry Hepp, Troy, N. Y. $ 50,000—Koch’s, Savannah, Ga. 

$500,000—Newsalt’s, Dayton, Ohio. $ 65,000—Siebel’s, Saginaw, Mich. 

$250,000—Harris & Shaffer, Wash., D. C. $ 25,000—Wolfhegel’s, Paterson, N. J. 

$150,000—Shaw & Brown, Wash., D. C. $ 25,000—Eisensmith Jewelry Co., Charleston, W. Va. 
$200,000—Berry & Whitmore, Wash., D. C. $400,000—C. P. Goldsmith, New York City. 


And other stocks from Coast to Coast, too numerous to mention. No stock too large or 
too small. Our representatives will call anywhere at our expense, and make you the high- 
est cash offer. All communications held in strict confidence. 








We have been the largest jewelry stock buyers If you wish to sell your surplus merchandise, 
in the country for the past forty years. Due or any part of your stock, ship it to us, and 
to our many outlets, we are able to pay the our check will be sent by return mail. Your 
highest cash prices. For information concern- stock will be held intact awaiting your ac- 
ing our reputation, and for references, consult ceptance. If not satisfactory, merchandise will 
Jewelers’ Board of Trade, or your local Bank. be returned to you immediately. 




















WRITE WIRE PHONE 


GORDON BROTHERS 


Cash Buyers of Jewelry Stocks and Fixtures 
18 Province Street + Boston, Mass. 
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MRS. AMERICA AND HER SILVER 
(From page 50) 


per cent of the young women save their plated ware for 
“company, as against 43.7 per cent of their elders. 

Evidently these gals need some education on the fact 
that their silver, unlike their china and glassware, isn’t 
in danger of being damaged by frequent handling, and 
that more frequent washing and polishing may even 
improve it. Daily use of their silver would undoubtedly 
tend to give these women a better appreciation of and 
desire for the little niceties, which in turn would help 
to make them better customers for the jeweler. 

In size of flatware sets owned, the women of the 
“B” group, like those in the “A” class, are more likely 
to have a service for 12 than for any other number. The 
eight-place set is a close second in popularity among 
them, with the six-place outfit a good third. 

Twelve-place services account for 36.3 per cent of 
the sterling sets owned by women in this bracket who 
are under 45 years of age and for 33.7 per cent among 
the older ones. Settings for eight are found among 
34.1 per cent of the younger women who own sterling 
and 27.9 per cent of the older ones, while six-place sets 
account for exactly 25 per cent of the young sterling 
owners and 18.6 per cent of the older ones. 

About 6*per cent of the total sterling owners, as 
previously stated, are just starting to accumulate it, 
with services for from two to five, and the remaining 
five and one-half per cent (all of whom are in the older 
group) have large sets for more than 12. 

The same order of popularity holds good among the 
owners of plated flatware, and in much the same pro- 
portions. Twelve-places are owned by 33.7 per cent of 
the young women and 47 per cent of the older ones. 
Eight-place sets are 31.3 and 21 per cent respectively, 


Type of Flatware Used "Every Day"— 


By upper-middle income families: By lower-middle income families: 


STERLING 2.2 % STERLING 4% 





PLATED PLATED 


45.47, 437, 


with six-place services among 21.9 per cent of the young 
women, and 17.6 of the older ones. The remainder are 
mostly the larger sets, though a few four-place assort- 
ments were found. 

One very peculiar point, whose significance is not en- 
tirely certain, was encountered in interviewing the 
women in both this “B” group and also in the “C’’ divi- 
sion whose economic status is just below the “B” class. 
In addition to the 23.9 of women in group “B” who 
actually do own sets of sterling flatware, 12.3 per cent 
more answered “sterling” to the question “Is your silver- 
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SALES NOW! 

















% Guaranteed Watertight by 
a Patented new construc- 
tion 

% Case fashioned of Firth 
Staybrite Steel, Solderless, 
Stainless, Non-Corrosive 

% Rigidly Tested in two at- 
mospheres and in water 

% Fine 15 Jewel movement— 
guaranteed non-magnetic 

% Equipped with Nivarox 
Hair Springs and Glacidur 
Balances 

% Available in Men's and 
Doctors’ Models (shown) 
also in Nurses’ and Ladies’ 
Sport Models 


IDEAL FOR MILITARY TRAINEES 
WRITE FOR FREE CATALOG 


sss eseses ese ese see eee SSS 





- Jules Racine & Company 
- 20 W. 47th St., New York City 


+ Send me catalog and data on your 
; Watertight Watches. 


a 
| NAME.... 
| 


SRE :.: ...:. <5. <ns cd, 
| 
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THE 


OF SENTIMENT 





YES DEAR THATS 
H/S PICTURE 








Cutheill by FISHER 


How many times have you spoken these three words? 


Three magic words that carry ‘a mighty background of locket 
history. 

In 1941 as in 1879, Leaders still insist on "LOCKETS by 
FISHER" because they know by experience that consumer 
preference for Fisher Lockets assures steady volume and hand- 
some profits. 





MANUFACTURING JEWELERS TO THE 
WHOLESALERS OF 
Charms, Novelties, Bracelets, Brooches, Pendants, Rosaries, 
Crosses, College and School Trophies, Medals for all events. 
Write for illustrated Sport Folder. 











nna 


J.M.FISHER CO. 


ESTABLISHED 1879 


Hitleboto —Vass. y 
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ware plated or sterling?” but in reality had plated- 
ware, as was revealed by later questions in the interview 
regarding the make and pattern. In group “C,” 8 per 
cent of the women made the same mistake. (All of these 
women of course were counted as owners of plated ware 
in assembling the figures from this survey.) 

Whether their mistake was due to complete ignorance 
as to the difference between sterling and plate, or to its 
having been misrepresented to them at the time of pur- 
chase, or to an effort, either conscious or otherwise, to 
make a good impression on the interviewer we were 
unable to determine with any degree of sureness. 

However, the first explanation seems the more likely 
from the reactions that these women showed when they 
learned the truth. There was no apparent attempt at 
deception, since they did not hesitate to name the make 
or pattern, and in many cases even brought out pieces 
of the set to assist in identifying it. 

Evidently, many women in the great middle classes 
which make up 70 per cent of the population simply 
don’t know the difference, in spite of the opinion of 
some silversmiths that their consumer advertising is 
doing a complete job. Here, again, the need for more 
primary educational work is apparent, although none of 
the women in the “A” group made this error. 

Group “C” is what may be defined as the lower 
middle class families. They are the skilled workmen, the 
small tradesmen, and the bulk of the white-collar 
workers. Automobile ownership runs about 50 to 60 
per cent, and they pay from $30 to $50 monthly rental. 
They account for about 40 per cent of the total popu- 
lation. 

In this class we begin to find families who have no 
silverware at all. Forty-one of the 523 “C’”? women who 
were interviewed, or nearly 8 per cent, had no silver of 
any kind except perhaps a few odd pieces of the 5 and 
10 cent variety. 

However, 54, or 10.6 per cent, owned sets of ster- 
ling, 7.5 per cent having sterling only, and 3.1 per cent 
both sterling and plated. Eighty-one and six-tenths per 
cent had plated sets only. The division for both age 
groups was almost identical. 

In this income group, we find the eight-place set on 
practically even terms with the 12-piece arrangement— 
a tendency which of course is fostered by the limited 
budgets of the families in this bracket. In fact, among 
the younger women of this class, services for eight actu- 
ally outnumber either the 12-place or six-place assort- 
ments in both sterling and plated. Of the 32 women 
under 45 who were found to have sterling, ten had set- 
tings for eight, nine were equipped with six, and six 
had services for 12, with the other seven scattered. 

Of the 254 young women who owned plate, 30.3 
per cent had settings for eight people, 27.9 per cent for 
12, 27.2 per cent for six, and 5.5 per cent for more than 
12, with the balance in small sets for from two to five 
persons. 

The older women of this class, like their more well- 
to-do sisters, still give the traditional service for 12 first 
place. Of the 22 of these women who have sterling, ten 
were equipped to serve 12 people, six for eight persons, 
and five for six. The one remaining set consisted of 10 
places. 

In plate, 32.1 per cent of the elder women’s sets 
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were for 12, 27.3 per cent for eight, 24.1 per cent for 
six, 8.5 per cent for more than 12, and the remaining 
8 per cent scattering. 

Oddly enough, when women of the “C” group have 
sterling they are much more inclined to use it than are 
the “B” women. Of the 54 in the “C” bracket who had 
sets of sterling, 24, or 43.7 per cent, use it for “every- 
day” against only 9 per cent in group “B.” We wonder 
why. The daily use of plated by the women who own it 
is about the same for both groups—50.6 per cent for 





“C” against 47.5 per cent for “B.” There was no notice- | 


able difference on this point between the two age groups 
in the “C” bracket. 
(T'o be continued next month) 


NATIONAL BABY WEEK STARTS APR. 28 


ECIDEDLY worth cultivating throughout the 
year, the baby gift business nevertheless yields 
special returns during April and the first week in May, 


because May 1 is National Child Health Day, by presi- | 


dential proclamation, and National Baby Week runs 
from April 28 through May 3. 

Louis Esser Co., Milwaukee, developed a large volume 
of baby gift sales last spring with a 314 by 51% ft. 
table at the entrance of the store, covered with a white 





This table caused gifts for a lot of babies 





linen cloth and featuring an item of practically every- | 


thing stocked in the store for a baby or young child. 
The idea proved an excellent seller, as customers enter- 
ing the store stopped to look at the infant display, and 


many times added a gift from this table to their original | 


purchase idea. 

The baby table displayed in the center a colored com- 
mercial photograph of an attractive infant, in a large 
silver frame. At each end of the table in the back were 
actual baby photographs in smaller sterling frames. 
Other items featured, all sterling silver, were a por- 
ridger on a plate, two spoon and fork sets, two milk 
mugs, a teething rattle, teething rings, sterling chains 
with brightly colored hard rubber discs, and comb with 
brush sets. 

At night the display was set directly in front of the 
door and spotlighted to attract the night window shop- 


pers. Telephone orders resulted from this feature. 





The price of each article accompanied it, so the cus- | 
tomer has the whole story without asking the jeweler. | 


Having the price visible is valuable, because often the 
casual looker sees the items but thinks, ‘““They are pretty, 
but too expensive, I’m sure!’ Displaying the price 
alleviates the erroneous idea, and makes the table a 
“best seller.’ 
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Lay West 


Model 102. An exqui- 
site new 14 K. gold 
case with 2 diamonds. 
17 jewel movement. 


Cord bracelet. 
$60.00 











LORD WEST AND LADY WEST 


a 
IN SMART APPEARANCE AND 
IN ACCURATE TIMEKEEPING 





Now, for the 4th consecutive year, the new series of Lord 
West and Lady West diamond-set watches set the pace with 
more style, more value, more sales appeal and more profit 
opportunities. With business on the upgrade through in- 
creased national income, gem-set watches are destined for 
greater demand than ever before. The jeweler who stocks 
and sells Lord West and Lady West diamond-set watches 
has a golden opportunity to profit in a handsome way. 
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Lady West Lady West Lord West Lord West Lord West 
MODEL 104 MODEL 104B MODEL 202 MODEL202A MODEL 202B 
17 jewels. 4 17 Jewels, 4 17 jewels. 2 17 jewels, 2 21 Jewels. 2 
diamonds, 2 diamonds, 2 diamonds, 4 diamonds, 4 diamonds, 4 
rubies. 14 K. rubies. 14 K. rubies. 14 K. rubies. 14 K. rubies. 14 K. 
gold case. gold case. R.G.P. ease. R.G.P. case. R.G.P. ease. 
$89.50 $125.00 $60.00 $89.50 $125.00 


BOY WATCH COMPANY, Inc. 


62 WEST 47th STREET, NEW YORK, N. Y. 











MUCH 
GOLD IS 
MELTED 
IN OUR 
15,000 oz. 

tilting 
furnace 





MANY LARGE 
SHIPMENTS 


come down in one melt Our 
equipment is right for large or 
small lots. That is why refining 
is done accurately and eco- 
nomically when you ship your 
refinings of 


GOLD — SILVER 


filled and plated scrap 
direct to 


A 


>) 4 = & 


O. 


es CLO GOLO 
AND SALES OFFICE 
SS E.WASHINGTON ST 


/Yzecious Metals 
CHICAGO 


GENERAL OFFICES 
“ANDO PLANT 
1900 W KINZIE ST 
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THREE WINDOWS FOR APRIL USE 
(From page 47) 


covered with velvet, and fastened to the background, 
A card may be placed in the window, lettered “A Sun- 
shiny Shower.” 

Color. scheme: The sun and its rays, the candles, and 
the ribbons tied around the packages, yellow. The cloud 
and the packages, white. The flowers on the wires and 
on the floor, pink, light blue, yellow and lavender. The 
background, pink. The floor, lavender. 


RINGS FOR "NESTING TIME" 


A bridal ring display, with charm, beauty, sentiment 
and color, is sketched on page 47. The trees are to 
be cut out of cardboard and fastened to the background. 
If you wish a very rich effeet, cover the cardboard with 
white velvet. Borrow real birdhouses from a neigh- 
boring hardware or seed store, or make cardboard ones 
and cover them with velvet, if you wish. Paint the sup- 
porting posts, or cover them also with velvet for a 
pleasing effect. 

Cut out and paint birds, or obtain feathered or carved 
ones. Be sure that each male bird has a wedding ring 
in his bill, and add a wisp of bridal veil to each lady 
bird. Slip wedding rings on 114-inch white ribbon, and 
then wind the ribbon around one of the posts. The rings 
will stay in place. 

Tie 3-inch white ribbon around the posts, making 
bows with long ends as indicated in the sketch. Place 
rings on the ribbon ends, and also on the floor, as shown 
in the outline drawing. 

Color scheme: Background, light blue. The birdhouses 
—roofs, red; sides of the larger birdhouse, light green; 
sides of the round, smaller birdhouse, white. Posts and 
floor, light green. Trees and ribbons, white. Birds— 
bright blue with orange breasts (bluebirds), or gray with 
red breasts (robins), or pink and gray (love birds), ac- 
cording to your ornithological preference. 

Why not try one or more of these window ideas some- 
time this month? An ingenious, timely-themed display 
like any of these will build favorable comment for your 
store and win new interest in your bridal rings, jewelry, 
silver, watches and giftwares, which will seem fresh and 
season-right because of their display in a bright and 
spring-like window environment. 





5000 AT JEWELER'S FLOWER SHOW 
(From page 78) 


front page the next day, Todd’s silver and giftwares 
department won considerable publicity—and the chief 
expense attached to the whole favorable promotion was 
the $75 the prizes would have retailed for, less, of course, 
the jewelers’ usual discount. 

A double vegetable dish was awarded for the best 
flower arrangement, a special division judged for color, 
container and the interest of the arrangement. A water 
pitcher was given in the gladioli class; a well and tree 
platter for dahlias; a gravy boat and tray for asters, 
and a relish tray for the best fall flower group. These 
prizes were in silver plate. 

Hand wrought dishes of various designs and shapes 
rewarded first-prize winners in ten other classifications. 
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GIFTWARES ARE BOX-OFFICE 


(From page 43) 


gusher capacity, with a national income estimated at 81 
billions for 1941, higher than in days BTSMC—before 
the stock market crash—the opportunity was never 
more golden than right now. This year and the next 
will be big gift years. That is indicated by the many 
gift shows scheduled where hundreds of items will be 
shown. We estimate that there are about 500 gift and 
art lines available for market this year and the jeweler 
can use at least half of them, making his selection, of 
course, in line with local customer demand. If we accept 
the estimate that gift and art sales the second year are 
twice their first year’s volume, we may conclude that 
the ‘guinea pigs” chosen for this field study will average 
$6,868.80 in 1941 or more than 25 per cent of the total 
volume that they did in all lines in 1939. This shows 
how fast gift and art goods can pyramid. And remem- 
ber that this does not consider the increased jewelry 
business resulting from a gift and art department. 

When we expressed skepticism of the accuracy of a 
100 per cent increase the second year on gift and art 
goods, it was explained that unfamiliarity with the line 
and customer demand necessitates caution the first year 
and this tends to keep sales down, but by the time the 
second year rolls around the jeweler merchandises with 
more confidence, improving his assortments and buying 
methods, which reflect this betterment in a substantial 
increase the second year. 

The cost of sales dropped 1.7 per cent in 1940, show- 
ing that margins on gift and art wares compare favor- 
ably with margins on jewelry, that the handling of a 
good line of gift merchandise will not cut margins on 
the business as a whole, as some jewelers we have 
interviewed seem to think. This survey should scrape 
off that mental barnacle and send them sale-ing to big- 
ger profits. The overhead-to-sales ratio decreased 2.5 
per cent in 1940, showing that the addition of a gift 
and art department does not increase this percentage, 
rather decreases it. This is because the fixed charges, 
which are a substantial portion of a jeweler’s overhead, 
remain the same and the variable charges increase but 
little; sometimes they remain the same. In many jewelry 
stores, the addition of a gift and art department will 
not increase the overhead at all. Advertising expendi- 
tures were substantially increased in most cases, but 
despite this the overhead-to-sales ratio decreased as a 
result of the additional sales volume secured. 

Skeptics may say that had these jewelers stuck to 
jewelry and promoted it more energetically, they would 
have fared as well as they did by adding gift and art 
departments, but this contention does not line up with 
the average increase in retail jewelry sales, which ran 
around 15 per cent in 1940 over 1939. Just consider 
that total sales in 1940 for the surveyed stores, shown 
on statement B, were about 35 per cent higher than 
total sales in 1939 and regardless of how optimistic a 
jeweler may be regarding the sales-building efficacy of 
straight jewelry lines, his outlook will hardly be that 
Pollyanna. 

With a 15 per cent average increase for jewelry 
stores as a whole in 1940 over 1939, this survey indi- 
cates that the establishment of a gift and art wares 
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MARVIN WATCHES 


ESTAB. 1850 
e 
90 YEARS OF 
WATCH MAKING 


EXCLUSIVE 
IN 
STYLE 
QUALITY 
SERVICE 





No. 36— TRANSPARENT, Featherweight, !7 Jewels, 
Chrome Case $32. 


ee 





No. 169 — CHEVALET — 
Smartly styled all purpose 
watch, 15 Jewels, Chrome 
Case. Can be used as a 
Lapel, Purse or Desk Watch. 
$33.00. 


“CHEVALET" OPEN 





PATENT PENDING 


No. 16—Our Newest—"RUBBER TIRE WATCH", Shock- 
proof, 15 Jewels $24 


PRICES QUOTED—KEYSTONE 


Complete line of Men's and Ladies’ Wrist Watches— 
Waterproofs and Chronographs 


MARVIN WATCH CO. 


E. DEVAY 
U. S. REPRESENTATIVE 
580 FIFTH AVENUE 
PACIFIC COAST OFFICE: 
Gordon & Schenkel, 458 So. Spring St., Los Angeles, Cal. 


NEW YORK 

















LTON watch has fulfilled its promise. It has 
peedonetosrig to thousands of users that the ALTON 
represents better value and higher quality in each 
price range. 

Every watch is cased, timed and rigidly inspected in 
our own shops. Each watch comes to you in a spe- 
cially designed beautiful gift box. 

You can offer these dependable new ALTON watches 
to your customers with every assurance that you are 
giving the best possible value at the price. Every 
watch is guaranteed to give long years of satisfaction 
to users. 





8y 
roj}, 
£olq 


A 
A 12 


tee) 
Price K, back Rollow 
‘ce Cys ISeq 
Keraseet $14 i. 
18.3 
*30 


The above watches are three of nearly 50 new models 
added to the ALTON line and illustrated in our 1940- 
1941 catalog. Hundreds of other profit making values 
are shown. This catalog also illustrates our complete 
line of diamond rings, wedding rings and combination 
wedding ring sets. If you have not received your 
copy ask for it on your letterhead. 


Weksler & Goodman. Ine. 


Distributors of Keystone, Star, Belove, and 
I.D. Watch Cases 
> South Chicago 


Wabash Ave. 


Illinois 
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“A THING OF BEAUTY 
IS A JOY FOREVER" 


The Mask Pin—illustration is actual size. 


Yes—fine quality imported stones—not plastics, solidly paved 
with fine rhinestones. Retails at $3.95. 


COLORS: (A) Solid Crystal (B) Sapphire/rose/crystal 
(C) Ruby/sapphire/crystal (D) Topaz/emerald/crystal 
(E) Aqua/rose/crystal (F) Sapphire/crystal 

(G) Ruby/erystal (H) Amethyst/crystal 


H. M. Schrager & Co., Inc. 
303 5th Ave., New York City — 36 S. State St., Chicago 
Samples furnished to responsible firms. Write New York Office. 





























BLUE AND WHITE 


ZIRCONS 


| TIGER EYE CAMEOS | 
HEMATITE INTAGLIOS 

SYNTHETIC RING STONES 
ONYX RING STONES 





* 4 


James A. Drilling Co. 


2 WEST 46th ST. 


NEW YORK CITY 


























92 























THE JEWELERS’ CIRCULAR-KEYSTONE 
for April, 1941 











department may triple the average increase for the year 
in good times and cushion against an unprofitable de- 
crease in bad times. 

The net profit for these stores in 1939 was 5.6 per cent 
of sales. Not bad, but not as good by far-as the net profit 
in 1940, which was 9.8 per cent on sales and an average 
increase per store of $1,971.31 in dollars. A glimpse 
behind these figures will show the sales-building po- 
tency of the gift and art department in the jewelry 
store. Again applying the 15 per cent average increase 
in retail jewelry sales for 1940 over 1939, had these 28 
eastern jewelers stuck to straight jewelry and sold as 
they did in 1939, their 1940 volume would have been 
$29,993.78 or 15 per cent more than the $26,081.55 
volume. 

If we allow the same net profit on sales, 9.8 per cent, 
and it is hardly likely that it would have averaged a 
higher rate, the dollar profit on $29,993.78 sales would 
have been $2,940.39, or $491.49 less than the net of 
$3,431.88, which these 28 jewelers actually averaged in 
1940. This means that by investing $954 in gift and 
art wares and turning the stock four times or there- 
abouts, these jewelers made a net profit of $491.49 
more than they would, in all likelihood, have made other- 
wise. This is a profit of over 50 per cent on the invest- 
ment the first vear and that ain’t hay. Of course, these 
figures are estimates based upon a comparative study 
of the before-and-after profit and loss statement, but 
that is how such statements should be mulled over. 

The turn of 3.6 on gift wares experienced by these 
lines. 
When one considers that jewelry turns hover close to 


28 stores is about what it should be for these 


1 per year, a turn of 3.6 for gift goods may seem 
high, but it isn’t. In fact, a turn lower than 3 may not 
prove profitable. 
means 1 turn per season and experts say that this is the 


When you get 4 turns yearly, that 


goal to aim for. Try to buy for each season as a unit 
with no carryovers, then your markdowns will be mini- 
mum. About 10 per cent of the stock bought by the 
jewelers surveyed had to be “specialized,” the mark- 
downs averaging 8.5 per cent, which isn’t bad for the 
first year, but these jewelers bought carefully. Left- 
overs and markdowns will likely be higher the first year 
because the jeweler is not overly familiar with supply 
and local demand. 

Gift and art wares aren’t new to the jewelry busi- 
ness. Some of the largest and finest jewelry stores of 
today got that way because they started merchandising 
gift goods a generation ago. The proprietors of these 
stores were pioneers, but they early realized that the 
restricted stocks in jewelry stores did not produce 
maximum customer contact, that gift and art wares of 
popular appeal turned faster and stimulated store traf- 
fic, which, in the final analysis, increased sales all 
around just as this survey showed. During the past 
15 years, many hundreds of jewelers have introduced 
gift lines but many more are still on the fence and 
should jump into the field this year, if ever, because of 
the tremendous possibility for profit. 

Make 1941, and the years thereafter, profitable gift 
and art ware years. This survey points definitely to the 
fact that every jeweler can merchandise this line at a 
substantial profit and the sooner he establishes a gift 
and art department, the better it will be for his bankroll. 
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STYLE QUALITY WORKMANSHIP 


The “Original Gold Top” Line for ’41 is designed for ’41 
Sales. With new ideas that appeal to men. With new 
ideas to increase your sales. Attractively displayed. Ask 
to see the,’41 “Gold Top” line at your wholesalers, 


NEW YORK CHICAGO SAN FRANCISCO 
9 Maiden Lane 29 E. Madison St. 704 Market St. 


JEWELRY Q CUTLERY NOVELTY C0. 


MAS S. 





NORTH ATTLEBORO, 














LATEST! 
MOST ATTRACTIVE! 


PINK GOLD 


ALSO 
RED, YELLOW & WHITE GOLD 
PLATINUM, IRIDIUM-PLATINUM 


GET THE BEST 


JOSEPH B. COOPER & SON 


INCORPORATED 


26 John St., New York 
Factory: Brooklyn, N.Y. 








Our Reputation Is Our Success 














Eke Right gee C y Se a i clelione 


WATERPROOF SHOCK PROOF 
RUST PROOF DUST PROOF 


Fine precision WATERPROOF watches 
in EXTRA THIN steel cases. « An ideal watch 
for those in military and naval service. 





WYLER WATCH ‘CORPORATION 
9 ROCKEFELLER PLAZA NEW YORK, N.:Y. 
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Distinctive contour and gem-like sparkling brilliance, most 
definitely classify PAIRPOINT as America’s foremost dec- 
orative crystal. * 

Each piece is made entirely by hand, in ruby and crystal com- 


binations, and in full, clear crystal. 


Illustrated folder of all exclusive shapes, together with other creations in 
China and Art Pottery. Send for it! 


KOSCHERAK BROS., Inc. 129-131 Fifth Ave., New York 
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Feature this $2° 
for Your Old Iron 
PROCTOR offer to 
urge them to BUY 
NOW..FROMYOU! 









11 Out of Every 
100 Wired Home 
Families Will Buy 
New Automatic 
Irons This Year 









Every gay ) 
MOTHERS 








PROCTOR ELECTRIC CO., Sales Division 
Proctor & Schwartz, Inc., Philadelphia, Est. 1883 
Makers of the Famous Never-Lift Iron and Pop-Up Automatic Toaster 
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Signed "Carvex" crystal buffet plate in 
Mariner's Compass motif designed and exe- 
cuted by Franz Grosz, celebrated muralist, 
employing a unique deep etching technique. 
Retail, $30. Enright-Le Carboulec, Inc., and 
Francis H. Ruhe, 160 Fifth Ave., New York. 








A Defense Program 


For That 





Gift Department 


"Peacock" Plate, water jug and tray in iri- 
descent, ruby finish. Set of four pieces, $20 
by J. RICHARD IANDER retail. Made by Manning Bowman Com- 
pany, 1467, Merchandise Mart, Chicago, Ill. 


UESTION uppermost in the minds of jewelers 
a engaged in the merchandising of gift and art- 
wares, undoubtedly is: How badly will my stocks be af- 
fected by the intensified defense program and passage 
of the Lend-Lease Act? Will manufacturers be able 
to fill my orders? 

The answer, at least for the time being, is yes. First 
there are whole lines which may be considered unaf- 
fected. China, pottery and ceramics are good examples. 
Art glass and crystal wares early experienced produc- 
tion difficulties. In many instances the European situa- 
tion cut off entire lines of art crystal. In a phenom- 
enally short time, however, American manufacturers 
have come through with products not only of equal 
quality but in many cases, superior. Here, it ought to 
be most strongly emphasized that these products are not 
to be considered reproductions of, or substitutes for, im- 
ports. They are solely American and should be mer- 
chandised solely on their merits as such. As for im- 
ports, some of those are still freely available, notably 
china and glass. Exclusive of Oriental art, these im- 
ports are chiefly English or Finnish, and these may 
readily be sold alongside of American merchandise, 
neither presenting any sales conflict with the other. 

In some cases, jewelers have found their orders for 
certain art crystal slightly delayed or unfilled, in one or 
two items. The trouble may be laid solely to a produc- 
tion “bottleneck,” end of which is clearly in sight. Pre- 
cisely the same bottlenecks in china, pottery and ceram- 


ics of home manufacture are passing as rapidly as new U. S. Service insignia on gold or silver finished 
metal lids make these two-compartment full 
crystal cigarette boxes outstanding examples in 


Antique porcelain drug 
jars, made in France, 
circa 1835. Used in pairs 
as decorative pieces; re- 
tail, $56 per pair. Grow 
& Cuttle, Inc., Merchan- 
dise Mart, Chicago, Ill. 








kilns may be opened. 


In the case of metalwares, the story is somewhat dif- th wd , 
. A e modern military trend. Retail, $10 each. 
ferent, and jewelers, no doubt, have heard much talk J. H. Venon, 212 Fifth Avenue, New York City. 
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BRIDE'S GROUE 


NEW PIECES 
Special for the “June Bride” 
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Your customers will be delighted 
ign | ond-Forged, together with new 





Americana design '" 
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Everlast, by using o new 
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of the governmental commandeering of basic metal pro- 
duction. Nevertheless, a check of the major art metal 
houses reveals that fairly sizable stocks of completed 
products still remain. At this writing no one seems to 
know precisely what the picture will be if and when 
these stocks are exhausted. The whole situation hinges, 
however, on how rapidly facilities may be expanded for 
mining and smelting ore. More than enough deposits 
are available of bauxite, from which aluminum is de- 
rived, of zinc, which is a major alloy in the manufacture 
of brass. Copper smelting facilities are such as to make 
that metal more easily available. It is simply that de- 
mands of the luxury market must of necessity wait until 
defense demands are satisfied. How long that will be 





again depends on the time factor involved in the elimi- Three-plece polished crystal emches's sebmteey 
nation of production bottlenecks. humidor and lighter. Retail, $3.75 the set. 


At all times jewelers should build a diversified line of 
gift and artwares, so that if items of one type are un- 
available for the time being, other types may be offered 
to offset any possible sales loss. After all, when a per- 
son buys a gift, his imagination generally plays over the 
whole range of gift and artwares. 

Furthermore, the gift and art houses supplying one 
type of quality wares likely can supply the same quality 
in another medium. Most houses have lines covering the 
major divisions of the field: glass, pottery and ceramics, 
metals, ete. It’s wise to study their catalogs. 





Hurricane lamp in 


Wistful giraffe becomes a ceramic vase, hand decorated tole 
designed by Hermione. Vase legs are hol- case, base of which 
low to hold water. Retail, $5. Robert serves as vase for 
Pierce, 1532, Merchandise Mart, Chicago. flowers. Retail, $9. 


W. C. Owens, Suite 
1520 Merchandise 
Mart, Chicago, Ill. 


“Whitefriars" imported English flint crystal lamps, 
silver or gold finish metal bases, custom made silk 
shades. Retail, $40 each complete. From Lenart 
Import, Limited, 550 Fifth Avenue, New York City. 
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Norton-Bolender, Merchandise Mart, Chicago. 


"Orrefors", imported 
Swedish crystal vase, 
available in a variety 
of colors. Retail, 
$5.50. A.J.Van Dug- 
teren & Sons, 1107 
Broadway, N. Y. C. 








Spode ROSE BRIAR | 


Many patterns of Spode have been 
sold continuously for over 150 years. 


COPELAND & THOMPSON, INC., 206 Fifth Ave., New York 


Sole Agents and Wholesale Distributors 














IN GLASS 


HEIRLOOMS 


* For Spring 





Verlys national advertising to the 
Bride includes 7 magazine inser- 
tions in May issues . . . Verlys is 
beautiful enough to be treasured 
as an heirloom — and low-priced 
enough to appeal to all budgets... 
Ideal for representative jewelers. 


Write for sales data and catalog. 


VERLYS of AMERICA, Inc. 
342 Madison Avenue, New York City 





106 











OMESTIC manufacturers, stepping up production 

to overcome absence of foreign imports, filled 30 
per cent more orders in January than in December, ac- 
cording to a barometer of wholesale buying compiled by 
the Merchandise Mart, Chicago. January business to- 
taled 17.3 per cent more than January, 1940. Figures 
are for the giftware market as a whole. 


* + 


THE MART’s china, glass and pottery wholesalers re- 
ported sales 24.3 per cent higher for January over 
December, and a 10.7 per cent increase over January, 


1940. 2 @ 


MARTIN FREEMAN CoO., INC., formerly on the 11th floor 
at 225 Fifth Ave., New York, is established in larger 
quarters, suite 901, in the same building. Expansion 
of its domestic lines of decorative accessories and gift- 
wares occasioned the expansion. 


* + fF 


ERIC M. BAUER, 225 Fifth Ave., New York, representa- 
tive for the Roman Art Co. and Zanesville stone ware, 
has taken larger quarters, room 1101, in that building. 
Room for a more modern and sectionalized display is 
afforded. An expanded group of “Robia’”’ figures, figur- 
ines and plaques, classical, secular and religious, will be 


shown. + ie om 


>? 


“cacti-pins’ are the latest offering of the gift and 
art field for jewelry store sales. The pins, to be worn 
on the lapel, comprise a miniature flower pot of 
Frankoma pottery, planted with a tiny, living cactus, 
the whole mounted on a substantial bar pin. The pins, 
which retail at $1, are obtainable through Claude Sper- 
ling, representing Frankoma Potteries, Inc., 225 Fifth 
Ave., New York. 


* * * 


ATTENTION IS CALLED to “Carvex” crystal, introduced 
to jewelers in the gift and art pages of this issue. A 
hand sand-etching technique is used, producing an 
unusually sharp and deep intaglio. The artistry of 
Franz Grosz and Sonia Trischka, creators of the “Car- 
vex” designs, is most clearly emphasized in the unusual 
shaded effects obtained in the carvings. Some 200 varied 
pieces make up the initial collection, each of which is 


signed. 


* * * 


“GLAMITE” is the name for a new plastic material 
introduced by Alice Schaeffer, 225 Fifth Ave., New 
York, who is showing a collection of candlesticks and 
bowls, decorative figures, etc., in the new medium, Mod- 
erately priced, the pieces come in a variety of colors, 
translucent or opaque. 


* & © 


KOSHERAK BROS., INC., 129 Fifth Ave., New York, 
with whose lines of fine crystal and ceramics jewelers 
are familiar, have completed their new catalog. The 
eight-page loose-leaf booklet is available on request. 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for April, 1941 




















The JEWE 











Vol. CXI 


APRIL, 1941 


No. 7 





Jewelers Bring Grist to Legislative Mills 


Miller-Tydings Act Repeal Advocated by Some 
As Texas Solons Again Try for Fair Trade; 
Tax Questions Loom Large in Many Assemblies 


With economy foremost in their minds legislators in a number of states last 
month were pressing hard to wind up matters. Three bodies concluded their delibera- 
tions in record time while majority leaders in another state were claiming a national 


record for reducing expenditures. 


While some states were considering imposition of gross income taxes on retailing, 
or retail sales taxes, the legislators of Indiana kept the election pledges of both 
parties and not only slashed the state’s biennial budget approximatey $5,500,000 from 
appropriations made two years ago, to provide for a balanced budget, but at the 
same time reduced the gross income tax on retailers from one per cent to one-half 


per cent. 


Attack Made on Fair Trade Law 

Repeal of the Miller-Tydings Act, 
which authorizes states to pass fair 
trade acts empowering manufacturers 
to set minimum resale prices for trade- 
marked articles, was urged last month 
by Miss Harriet Elliott, consumer com- 
missioner of the National Defense Ad- 
visory Commission. 

“Repeal of the Miller-Tydings Act, 
as proposed by the Department of Jus- 
tice, would restore effectiveness of the 
anti-trust laws in dealing with certain 
types of price fixing activities which the 
law now permits,” Miss Elliot declared 
in a letter to Sen. Joseph C. O’Mahoney, 
chairman of the Temporary National 
Economic Committee. She expressed her- 
self in accord with proposals to break 
down barriers to permit the government 
to proceed against conspiracies to raise 
the price of goods purchased by gov- 
ernmental agencies, declaring she was 
“especially interested in these measures 
because of their direct relationship to 
civilian welfare under the defense pro- 
gram.” A similar blow to fair trade was 
delivered within recent weeks by Thur- 
man Arnold, assistant U. S. attorney 
general. 

Repeal of the national act would make 
ineffective the fair trade laws of 44 
states. 

Legislative activity in the different 
states of particular interest to jewelers 
last month included: 


Itinerant Merchants Licensed 

ARKANSAS—The House passed, by 
a 64-0 vote, a bill designed to protect 
purchasers of diamonds and watches by 
requiring sellers of those articles to pro- 
vide a true description, but it failed to 
gain approval of the Senate before ad- 
journment. 

The legislature passed and the gover- 
nor signed a bill taxing and regulating 
itinerant merchants. It requires a license 
at $50 a year. 

A proposed chain store tax bill that 
sought to levy a sliding tax from $5 to 
$550 a store was killed. 
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An administration bill for a two per 
cent gross sales tax, calling for licens- 
ing of all retail merchants, received final 
approval shortly before adjournment. It 
replaces a 2 per cent tax which adminis- 
tration leaders maintained was being 
evaded by many merchants. The tax 
may or may not be passed on to the 
consumer, as the merchant desires. 

CALIFORNIA—The legislature had 
been in recess from late January to 
March 3, and since reconvening had taken 
no action on several measures affecting 
jewelers. Most important of bills await- 
ing action is one that would prohibit 
advertising of watch repair prices, es- 
tablished without regard of labor, time 
or materials. 

ILLINOIS—A new Senate bill would 
prohibit the state or any officer of the 
state “to sell or procure for sale or have 
in his possession or under its or his con- 
trol for sale to any employes of the state 
or political subdivision any article, ma- 
terial, product or merchandise” except 
that which is necessary for the safety 
and health of the employes. The measure 
is aimed at group buying of public em- 
ployes seeking merchandise “at a dis- 
count” outside regular trade channels. 

Another Assembly bill “to protect the 
public against injurious and uneconomic 
practices in the sale of certain merchan- 
dise,” sponsored by the Council of State 
Trade Associations, would make it a mis- 
demeanor for a business to “sell or pro- 
cure for sale . ... to its employes or 
any person, merchandise of whatsoever 
nature not of its own production or 
handled in its regular course of trade, 
excepting meals, candy, cigarettes and 
tobacco.” Public hearings on the mea- 
sure were called late last month. The 
Illinois R.J.A. first created interest in 
a bill of this sort. 

Another new measure seeks to license 
and regulate itinerant merchants. 


Unfair Sales Bills Approved 
INDIANA—A bill to require designa- 
tion of second-hand watches in advertise- 
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ments, and to remove watches returned 
by original purchaser within a limited 
time from the category of second-hand 
watches, failed to gain approval. 

The legislature fulfilled campaign 
pledges and reduced the gross income 
tax on retailers from one to one-half of 
one per cent. The new rate becomes effec- 
tive Jan. 1, 1942. The present exemption 
of $3,000 was retained. 

During the final session, the Senate 
passed a House-approved bill for an 
unfair sales act, prohibiting retailers 
and wholesalers from selling merchandise 
at less than cost for the purpose of 
attracting business. It awaited approval 
of the governor. 


lowa May Get Second-hand Watch Law 


IOWA—The Senate passed and sent 
to the House a bill to require labeling of 
second-hand watches. A Senate vote of 
30-19 gave backers of the measure reason 
to hope for favorable action by the lower 
branch. 

Bills introduced in both branches seek 
to enact an unfair sales act, to increase 
the chain store tax from $3,000 to $10,000 
for each store over 100; and to prevent 
sale of merchandise outside the trade 
of the seller. 

KANSAS—A new bill would require 
that if a merchant is going to hold a 
“fire sale” a “going out of business sale” 
or similar event, he would be required 
to purchase a $20. license. If the sale 
were not actually a bona fide sale as ad- 
vertised, he would be guilty of a mis- 
demeanor. 

A bill to prohibit sales below cost, 
plus 8 per cent, has been introduced in 
the Senate, while a new House measure 
would prohibit merchants from limiting 
the number of articles to be sold to a 
customer at a specified price. The only 
limitation would be such as “this offer 
good so long as present supply lasts.” 

MARYLAND—A pending bill to pro- 
vide regulations for loans on pledges by 
pawnbrokers and purchases of tangible 
property by second-hand dealers is to 
be amended by its sponsor so that a 
single finger print, rather than prints 
of all fingers of a seller, will be sufficient 
on a form which must be delivered to 
police after the transaction. A provision 
requiring a 24-hour waiting period on 
loans by pawnbrokers was stricken from 
the bill, which is aimed at thieves and 
receivers of stolen property. Pawnbrok- 
ers feel that the bill is antagonistic, and 
there is also some sentiment among 
jewelers that it would greatly hinder 
them in cases where they are asked to 
sell articles of jewelry in order to quickly 
raise funds for a customer urgently in 
need of money. They feel that the finger- 
printing provision would be humiliating 
to many such customers. 

MASSACHUSETTS—Still awaiting a 
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Gemologists Have Intensive Study at Conclaves in St. Louis, Newark 


Ad Campaign Featuring Registered Jewelers Proposed; 
Master Diamonds to be Graded by AGS Color Standards; 


Juergens Heads Central Division, Baker the Eastern 


Divisional conclaves of the American 
Gem Society, held March 2 to 4, at the 
Statler Hotel, St. Louis, Mo., and March 
9 to 11, at the Robert Treat Hotel, 
Newark, were marked by even greater 
diligence on the part of the gemologists 
and more effective methods of instruc- 
tion. ‘The attendance was approximately 
the same as in the past two years. 

One of the most important of a num- 
ber of recommendations made the A.G.S. 
committees of each division, meeting with 
their respective officers, was one to pre- 
sent, for probable early adoption, an 
advertising campaign in a_ national 
periodical, which will feature Registered 
Jewelers. Another recommendation was 
to have an international campaign by 
members to explain the aims and activi- 
ties of the gemological profession to non- 
member jewelers. Still another action 
was to require Registered Jewelers to 
observe the definition of the U. S. Bu- 
reau of Standards concerning precious 
metals and jewelry. The latter was 
recommended by the A.G.S.’s Jewelry 
Manufacturers’ Advisory Group of the 
Nomenclature committee, for the pur- 
pose of supporting the efforts of the 
Jewelers’ Vigilance Committee. 


To Establish Diamond Color Standards 


The officers of the A.G.S. International 
Committee voted to immediately estab- 
lish a system whereby members may have 
their master diamonds, which they use 
in color-grading, graded in the labora- 
tory on the color-grading equipment, 
and it was also recommended that mem- 
bers use the new standard color-grading 
unit which was for the first time ex- 
hibited at these conclaves and which 
contains approximate daylight and which 
will be established as a standard. This 
system presumes to prove a long step 
forward in the standard of color-grading 
of diamonds among A.G.S.. members. It 
was voted also to release the color-grad- 
ing unit, to be known as the Diamolite, 
to the trade in general. 

It was decided again to hold the same 
two divisional conclaves in 1942, but to 
plan for one combined conclave in 1943. 
either in Canada or the United States 
in a centrally located place. 


Divisional Officers Elected 


Officers elected for the Central Divi- 
sion for the ensuing year are as follows: 
H. Paul Juergens, Juergens & Ander- 
son Co., Chicago, president; Otto Kort- 
kamp, Hess & Culbertson, St. Louis, 
vice-president; Eugene P. Elebash, Pen- 
sacola, Fla., secretary, and Raymond C. 
Hoover, Akron, O., treasurer. 

The Eastern Division elected the fol- 
lowing officers for 1941: Lovell Baker, 
Henry Birks & Sons, Montreal, Que., 
president; Juell M. Bie, Brooklyn, vice- 
president; Harold Seburn, Schweigert’s. 
Augusta, Ga., secretary, and Ronald 
Reed, Tilden-Thurber Co., Providence, 
R. L., treasurer. 

The educational work was generally 
conceded to be much more successful 
than ever. The educational program 
was prepared and directed by Dr. Ed- 
ward Wigglesworth, of Boston, chairman 
of the Educational Advisory Board of 
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the Institute, and director of its new 
Eastern laboratory, assisted by the mem- 
bers of the divisional committees in col- 
laboration with International Headquar- 
ters in Los Angeles. Dr. Wigglesworth 
also presented to the conclave a resume 
of the developments in the science of 
gemology in 1940. 


Synthetic Emeralds Studied 


One of the most interesting and val- 
uable lectures, delivered to both con- 
claves, was a description and exposition 
of methods of detection of the small syn- 
thetic emeralds which are now appear- 
ing in the trade. This was accompanied 
by projection on a screen of actual speci- 
mens of both natural and synthetic em- 
eralds, thus showing clearly the marked 
differences between the natural and syn- 
thetic inclusions which therefore can be 
used to distinguish the natural from the 
synthetic. This was presented by Rob- 
ert Shipley, Jr., from the results of re- 
search in the Institute’s laboratory in 
Los Angeles, which he had just com- 
pleted. 

The visiting educators and those certi- 
fied gemologists and studénts who had 
served as instructors during the first 
two days at each conclave were rewarded 
by sessions of instruction by Robert 
Shipley, Jr., on advanced technique of 
gem-testing and grading; description 
and instruction in the use of new equip- 
ment for the photography of the in- 
terior of diamonds and other gems, and 
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demonstration of new equipment for the 
color-grading of diamonds which is be- 
ing installed in the International labora- 
tory and which will later be released 
to members. 


Much Sales Material Available 

Sales promotional displays which have 
been a feature of the last three con- 
claves were considerably augmented this 
year and filled 12 large tables. 

Edward F. Herschede, Cincinnati, 
chairman of the Board of Governors of 
the G.I.A., and Robert M. Shipley, presi- 
dent of the G.I.A. and executive director 
of the A.G.S., attended both conclaves, 
John S. Kennard, Boston, chairman of 
the International committee of the 
A.G.S., was in charge of the business 
session of the Eastern division and Cliff 
I. Josephson, Moline, IIl., vice-chairman, 
presided at the Central conclave. 


St. Louis Conclave 

The St. Louis Guild of the A.G.S. was 
host to the Central division conclave. 
The demonstration of true southern hos- 
pitality was directed by Otto Kortkamp 
and William Fuller. An_ unexpected 
event was a farewell luncheon given by 
a local wholesaler member. H. Paul 
Juergens, president of the Central divi- 
sion, was in charge of the general ses- 
sions. 

Highlights of this conclave were the 
lectures on “Gems and Crystallography,” 
by J. W. Gruner, Ph.D., University of 
Minnesota, of the Institute’s Educational 
Advisory Board; “The Diamond Mines of 
Arkansas,” by W. D. Shipton, Ph.D.., of 
Washington University, St. Louis, an- 
other member of the Institute’s Educa- 

(Please turn to page 135) 


Gemologists all eyes and ears at St. Louis— 
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Wholesalers, Manufacturers Pledge Financial Support 
To California R.J.A. in Raising $10,000 "War Chest’ 


History was made at the annual con- 
vention of the California R.J.A., held at 
San Jose, March 17 to 19, when action 
was taken welding the entire jewelry 
industry of the state into one group. 
his move culminated eight years of 
preliminary work for trade betterment. 

The creation of a movement to raise 
a “war chest” in excess of $10,000 to 
carry on a heavy program of associa- 
tion activities was the principal item of 
business, with wholesalers, manufactur- 
ers, refiners and representatives of other 
allied groups uniting with the retailers 
in the program. 

It was decided to have the C.R.J.A. 
officers proceed with a campaign by mail 
and by district group meetings to de- 
termine the amount of money that can 
be raised from retail sources, the ex- 
penses of the campaign to be underwrit- 
ten by the states’ manufacturers, whole- 
salers, refiners and other groups. The 
provision of a unanimously adopted reso- 
lution, endorsed by all the groups, was 
that the preliminary campaign shall 
extend over a period of three months 
and if the retailers raise the sum of 
$5000, a like sum will be forthcoming 
from the manufacturers, wholesalers and 
others. 

Numerous retailers gave assurances 
that they would raise from $500 to $1000 
in their respective districts. One well- 
known jeweler stated that the outlined 
program would be worth a thousand dol- 
lars to his store.alone. A fund of $7500 
was underwritten at the convention with 
the assurance of a minimum of $2500 
more being forthcoming from the re- 
tailers within the prescribed three 
months. 

There are a number of aspects to the 
program outlined at the convention. A 
major one will be to combat industrial 
jobbing and increased sales of jewelry 
store merchandise through army and 
navy post stores. The passage of plati- 
num and gold-stamping bills, already in- 
troduced in the state assembly, will be 
pressed. Another purpose of the re- 
financing program is to get reinstatement 
in ANRJA. | 

The action was taken at a special and 
unofficial breakfast conference attended 
by 60 representatives of all branches of 
the trade, at which the retiring president, 
George R. Finley, Compton, made a 
stirring appeal for cooperation. 

In reviewing recent accomplishments 
of the association Mr. Finley cited ad- 
justments in the state sales tax regard- 
ing watch repair materials; the defeat 
of a bill that would have placed a ten 
per cent tax on jewelry sales; a fight for 
relief from the jewelry manufacturers 
excise tax; passage of a jewelers’ lien 
law and a second-hand watch law, and 
subsequently two other bills which 
greatly improved the second-hand law. 
He also pointed to the association’s. in- 
formation and bulletin services. 

Attending delegates voted the conven- 
tion to be one of the best arranged and 
conducted affairs in the association’s his- 
tory for which great credit goes to Earle 
L. Bothwell and to Howard Stackpole. 
both of San Jose, for their efforts. Gra- 
cious Mrs. Bothwell and her ladies’ com- 
mittee saw to it that the visiting ladies, 
numbering over a hundred, were royally 
entertained. 

Officers elected to serve during the 
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George R. Finley, left, retiring president of the 
California R.J.A., congratulates his successor, 
Peter H. Boyson, Long Beach, while Howard 
Stackpole, San Jose, vice-president, looks on. 


current year are: P. H. Boyson, Long 
Beach, president; Howard Stackpole, 
San Jose, first vice-president; John 
Vonde, San Bernadino, second vice-presi- 
dent; George G. Wilkins, Red Bluff, 
third vice-president, and W. R. Burke, 
Berkeley, secretary-treasurer. George R. 
Finley, Compton, retiring president, au- 
tomatically becomes a director. Arthur 
Dibbern was reappointed as managing 
director. 

C. L. Runyon, Huntington Park, 
warned against over-selling on credit. “I 
believe in selling wanted merchandise on 
a sound credit basis, but feel great harm 
can come from pushing too many goods 
on customers. Credit jewelers are doing 
a fine job, but are they sometimes over- 
selling? I see a great approaching battle 
between the credit jewelers and the in- 
dustrial jobbers, so it behooves us to 
closely watch our selling tactics.” 

Armand Jessop, of San Diego, ex- 
planied ways to combat industrial jobbing 
and the competition of army and navy 
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Stanley Garfinkle, Sacramento attor- 
ney, told how the jewelers in his city 
have practically lost the trade of the 9000 
state employees to industrial jobbers and 
discount givers and then regained it 
through court action under the state fair 
trade law. This action by jewelers was 
soon augmented by all retailers in Sac- 
ramento and has definitely shown the 
way how to effectively curb this growing 
trade evil. 

Arthur P. Care, E. W. Reynolds Co., 
Los Angeles, and vice-president of the 
National Wholesale Jewelers Association, 
told of the accomplishments and objec- 
tives of the Jewelers Vigilance Commit- 
tee. 


Competition Was Terrific 


“ 






eS 


president of the Los 
Association, 


James A. Apffel, 
Angeles 


right, 
Manufacturing Jewelers’ 
engages in a friendly tug-of-war with Earl L. 


Bothwell, left, San Jose retailer and general 
chairman of the California R.J.A. convention 
over the.$1,250 gold golf trophy annually played 
for between the jewelers from the northern and 
southern parts of the state. Mrs. Aurea L. 
Barnard is playing the peacemaker. This year 
the northern jewelers again defeated their op- 
ponents by a score of 791 to 743. In addition 
to the trophy special prizes were awarded to 
the following: Low net, W. M. Irwin; low gross, 
Harold Oakes; second low net, William Burke; 
high gross, H. Eggenberger; low net first nine, 














post exchanges and ship’s service stores. Paul Burnstans, and second, Earl L. Bothwell. 
CALENDAR OF COMING EVENTS 
APRIL 
6-7 Oklahoma R.J.A. Hotel Skirvin Oklahoma City 
19-20 ne York State Watchmakers conven- Park Central Hotel New York City 
ion 
20-21 Washington State R.J.A. convention Hotel Winthrop Tacoma 
20-21 Minnesota R.J.A. Hotel Radisson Minneapolis 
20-21 Nebraska R.J.A. convention Hotel Yancey Grand Island 
20-22. North Carolina & Virginia R.J.A. joint King Cotton Hotel Greensboro, N. C. 
convention 
20-22 Arkansas R.J.A. convention Hotel Marion Little Rock, Ark. 
20-22 Michigan R.J.A. Hotel Hays Jackson 
27-29 Florida R.J.A. convention Jacksonville 
MAY 
5-6 Wisconsin R.J.A. convention Hotel Schroeder Milwaukee 
12-13 Iinois R.J.A. convention Hotel Baker St. Charles 
18-20 ee Institute of America con- Academy of Science Washington, D. C. 
vention 
19-20 New York State R.J.A. convention Hotel Palatine Newburgh 
25 Virginia Horological Association con- Hotel Roanoke Roanoke 
vention 
JUNE 
5-6 National Wholesale Jewelers Associa- Providence-Biltmore Providence 
tion convention 
15-16 Missouri R.J.A. convention Sedalia, Mo. 
15-16 Missouri Horological Society Sedalia, Mo. 
22-24 Indiana R.J.A. convention He Lick Springs French Lick 
ote 
22-24 United Horological Association con- Duluth, Minn. 
vention 
24-25 New Hampshire R.J.A. Wenthworth-by-the- 
Sea 
AUGUST 
24-28 ANRJA-NACJ Combined Trade Show Hotel Sherman Chicago 
and conventions 
SEPTEMBER 
14-15 lowa R.J.A. 
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Announcing 


MERRIEGRACE 


the NEW WEDDING AN- 
NOUNCEMENTS created 
by Ecker artists. Definitely 
different, yet dignified and 
correct. Be sure to have sam- 
ples on hand to show your 
bride-to-be customers. Write 
today. Sample Books free to 


established stores. 


WILL ECKER & CO. 
414 N. 12th Blvd., St. Louis, Mo. 


























FEBRUARY JEWELRY SALES RISE 25 PER CENT 


1 any 
BB NON-REPORTING STATES 7: 
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THE ACCOMPANYING MAP shows in percentages how independent jewelry 
store sales during February, 1941, compared with business done in February, 1940, 
On the basis of reports from 779 stores in 34 states, the amount of business done in 
February, 1941, was 25 per cent larger than that of February, 1940—the largest 
monthly gain recorded for jewelry since the Current Statistical Service was instituted 


five years ago. 

February rounds out a_ remarkable 
three-year period, in which each month’s 
jewelry store sales exceeded the same 
month of the previous year. For the en- 
tire country, February’s jewelry store 
volume approximated $26,600,000, a gain 
of more than $5,000,000 over February 
of last year. 

The decline of 4 per cent from Jan- 
uary was considerably less than the 
usual seasonal decline for the second 
month of the year, which ordinarily has 
the smallest jewelry store sales volume 
of any month in the year. 

An average gain of 40 per cent placed 
jewelers of Texas at the top of the list, 
followed by South Carolina and Con- 
necticut with average gains of 39 and 38 
per cent. Other notably favorable com- 
parisons with February, 1940 were made 
in a number of states, including Mich- 
igan with a gain of 30 per cent, Okla- 
homa with an improvement of 29 per 








gains of 27 per cent, Ohio and Wash- 
ington with a betterment of 26 per cent, 
and Illinois, where jewelers averaged 25 
per cent larger sales than a year ago. In 
most of these states, the armament pro- 
gram is in full swing. 

City averages for February, compared 
with the same month of 1940, follow: 
Chicago, plus 37 per cent; Los Angeles, 
plus 15 per cent; Portland, Ore., plus 16 
per cent; St. Louis, plus 19 per cent; 
San Francisco, plus 18 per cent, and 
Seattle, plus 27 per cent. 

Sales data from reporting jewelers in 
the shaded states are included in the 34- 
state totals, but are not revealed by in- 
dividual states because of an inadequate 
number of reports. Jewelers who wish to 
participate in this project may obtain 
information about how participation will 
benefiit them by writing to E. J. Eng- 
quist, Jr., chief of the Current Statistical 
Service of the Bureau of the Census, 




















































































































cent, Wisconsin and California with Washington, D. C. 
Pr i“ 
RETAIL JEWELRY SALES 400 
Month by month for past four years 
Taking January, 1938, as 100: 
Sales for February, 1941, were 126.0 ne 
Sales for February, 1940, were 99.9 ° 
Sales for February, 1939, were 87.3 
Sales for February, 1938, were 87.6 
Sales for January, 1941, were 132.4 
200 
= 1941 
In all Schumer-created special = 8 AIR eS all | fe 
— Jo 11938 | Serio = 

orders. Masterful designing — ra ee ia —_ 

superlative craftsmanship. Write 

today for free brochure. re) 

JAN FEB MAR. APR. MAY JUNE JULY AUG. SEPT. OCT. NOV. DEC. 

The SCHUMER BROS. Co. Platinum Prices A display of war stationery in the 
5 E. 3rd St. (Walsh Building) . store of Daniel Low & Co., Salem, Mass., 
CINCINNATI, OHIO Soft sp eeeeesees stececeerecenres $36 is made up chiefly of envelopes and let- 

: ies, Containing 5% iridium teeeeees $43 terheads adorned with army and navy 

Be Containing 10% iridium ....... $50 insignia in colors of the Civil War pe- 

CINCINNATI'S LEADING MANUFACTURERS Containing 5% ruthenium ...... $36 riod. The display is to advertise the 
RIRMRBIAR ML sc aaorae cee tee acre $24-25 stationery department of the store. 
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Watchmaker Licensing Effort 
Voted by Pennsylvania Horos 
At Philadelphia Convention 


For the first time the Horological 
Association of Pennsylvania formally en- 
dorsed the movement to obtain a licens- 
ing law for watchmakers of the state 
when it held its 4th annual convention 
in Philadelphia, March 16. 

Passage of the motion followed | an 
address by Henry Van Laar, of Spring- 
field, N. J., president of the New Jersey 
Watchmakers’ Association. Mr. Van 
Laar asserted protection of the public 
was the primary purpose of such legis- 
lation. 

He added, however, that only through 
such laws can watchmakers hope to bet- 
ter their work, raise their professional 
standards and generally improve condi- 
tions in the trade. He announced that 
New Jersey’s association will have a 
state licensing bill introduced in the Sen- 
ate at Trenton sometime this spring and 
that strong hopes of the bill’s passage 
are entertained. 

Nearly 150 watchmakers and _ their 
friends registered for the convention at 
the Benjamin Franklin Hotel. Coming 
from all parts of the state, from nearby 
New Jersey and from New York City, 
the registrants were guests of the Horo- 
logical Guild of Philadelphia, host society 
to the meeting. 

H. O. Irwin, of New Castle, former 
vice-president, was elected president to 
succeed George Niesslein, Pittsburgh, 
who retired after three terms. Herman 
R. Pedrick, past president of the Phila- 
delphia Guild, was elected to succeed 
Mr. Irwin. Mr. Pedrick also was named 
delegate to the national convention of 
the United Horological Association in 
Duluth, Minn., June 22-24. J. Phillip 
Sommer, of Pittsburgh, president of the 
UHA, was re-elected state secretary and 
D. A. Kaufman, of Clarion, was re- 
elected state treasurer. 

A move to organize a guild in Lacka- 
wanna County developed out of the se- 
lection of Scranton as the 1942 conven- 
tion city, providing a guild can be 
formed there within six months. 

Announcement that Oregon had just 
passed a licensing bill and awaited only 
its governor’s signature to become the 
third state to register watchmakers was 
made by Mr. Sommer. Ohio, he said, 
now has a similar bill in committee and 
may soon be the fourth state. He 
stressed that state licensing laws do not 
require men already in the trade to take 
examinations. 

I. E. Binstock, chairman of the State 
Association’s legislative committee, said 
2500 postal cards were being mailed to 
watchmakers in Pennsylvania asking for 
opinions on licensing. Of the early re- 
turns, 98 per cent favor the move, he 
said. One hundred and fifty petitions 
are being distributed to watchmakers to 
enlist public support for a licensing law, 
Mr. Binstock added. 





50 Years in Trade 


E. G. Hoover, chaplain of the Zembo 
Shrine Luncheon Club, who last month 
celebrated the completion of fifty years 
in the jewelry business in Harrisburg, 
Pa., was honored by fellow club mem- 
bers at a weekly meeting. A framed 
congratulatory message was presented 
to Mr. Hoover, as well as a large birth- 
day cake. Six of his employes who have 
worked with him for an aggregate total 
of 170 years were guests at the meeting. 
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Mr. Jeweler: 


HERE’S A SIZZLING SALES-GETTER 
FOR YOU! 


This sensational consumer combination offer on the famous Manning-Bowman 


Smokeless Table Broiler... April, May and June only... 


Manning-Bowman’s 


Smokeless Table Broiler, 
regular price 


*9.95 


And this 15-inch, silver- 
plated ‘‘Well-'n-Tree’’ Meat 


Platter, retail value if sold $6.00 


separately 


Total value . 


“Well-’n-Tree” Silver-Plated Platter. 


Full 15% inches long. The delightful 
“Reverie pattern. Made and guaran- 
teed by International Silver Company. 


SPECIAL OFFER 


BOTH 


<a 


$1195 





MANNING-BOWMAN’S SMOKELESS BROILER 


It’s a “best seller” in its own right. 
Now, in combination with the 
beautiful “Well-’n-Tree” silver-plated 
platter, it will prove a red-hot selling 
success. Nation-wide advertising 
features this amazing offer... high- 
powered promotions in LIFE and 
the AMERICAN HOME, aimed at an 
audience of more than 47,000,000 
people. We're giving you the popular 
“Never Smoke” window cards, dis- 
plays, dealer mats, folders, and other 
helps. Women right in your own 
trading area will want to see and buy 
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this marvelous broiler with the hand- 
some platter. Make sure your stock 
is complete. Write for the whole 
story on how Manning-Bowman can 
mean more business for you. 

MANNING, BOWMAN & CO., MERIDEN, CONN. 


Manning 


MEANS BUSINESS 


OWMdan 











BRIDAL RING 


No list of wedding gifts is entirely 
complete until it includes one of 
the GIBSON Wedding Memory 
Books. 

To display these exquisite books 
is to sell them... at a very desir- 
able profit. 

There are upwards of fifty Wed- 
ding Books in the Gibson Line, 
each rich in sentiment, original in 
art treatment, immediately ap- 
pealing to the bride-to-be, and to 
those seeking gifts ultimately ap- 
propriate and delightfully _inti- 
mate. 





For example: 
W-262—MEMORIES OF OUR WEDDING 


Limp white Fox Grain Fabricoid. Title 
stamped in gold. 20 exquisite pages of deco- 
rations and appropriate verse in gray. Size 
1034 x 8". A special feature the bride will 
appreciate is the envelope attached in back 
of book, holding 150 gummed, perforated, 
small labels. Numbers on these accord with 
those on List of Gifts pages. Labels are at- 
tached to gifts to identify them until they 
can be acknowledged. $1.25 each Net. 


Our newest catalog just off press, 


offers you many suggestions for profit. 
Write for a copy—today. 


C. KR. GIBSON 
& COMPANY 


Lithographers & Publishers 


Norwalk & Connecticut 
The Gibson Memory Books are sampled at 
our New York Display Rooms, 225 Fifth Ave- 
nue, in charge of Mr. D. W. Chatterton. 











New York Credit Jewelers Back Bills 
Regulating Installment Selling 


Several bills regulating various phases 
of installment selling of consumer goods 
have been submitted in the New York 
State Legislature and seem well on their 
way to enactment. Introduced by Sen. 
Benjamin F. Feinberg, the entire group 
of bills passed the Senate by unanimous 
vote on March 17, and were transmitted 
to the lower house where they were re- 
ferred to the Rules Committee for con- 
sideration. It is expected that by the 
time this issue appears, all of these bills 
will have been reported out for final 
action on the floor where their adoption 
seems probable. 

Fundamentally, the bills include a 
series of recommendations which were 
drawn up by the New York Conference 
on Installment Selling, which consisted 
of representatives of the various busi- 
nesses engaged in consumer selling on 
partial payment plans and including also 
as representatives of the public, Mrs. 
Helen L. Buttenwieser, chairman of the 
Legislative committee of the Legal Aid 
Society of New York City; H. J. Kenner, 
general manager of the New York Bet- 
ter Business Bureau, and Rolf Nugent, 
director of the Department of Consumer 
Credit Studies of the Russell Sage 
Foundation. The jewelry industry was 
represented by William Wagner, execu- 
tive secretary of the Associated Credit 
Jewelers of New York and New Jersey. 

The conference was created in the be- 
lief that complaints arising out of the 
abuses practised by a small minority of 
unscrupulous installment merchants were 
leading to a strong consumer demand 
for vigorous regulation of the install- 
ment selling of consumer goods, and the 
further belief that it would be unwise to 
leave the drafting of legislation and reg 
ulations to people who were not thor- 
oughly informed upon the subject or 
perhaps antagonistic in their attitude. 
Hence, it was decided that the sensible 
thing to do was for the installment sell- 
ing industries to cooperate in working 
out their own reforms in a manner that 
would properly meet legitimate and rea- 
sonable complaints while at the same 
time avoiding punitive or retaliatory 
actions which might be damaging to 
ethical and reputable installment mer- 
chants. 

Under the guidance of this conference, 
functioning through small working com- 
mittees, definite legislative suggestions 
were drawn up and it is these which 
have been incorporated in the bills. 
Briefly, these include: 

1. A clarification of the steps to be 
followed in the repossession of goods 
and a clear and short definition of the 
purchaser’s rights in such cases. 

2. The purchaser is not permitted to 
waive statutory protection. 

3. Contracts must be printed in type 
at least as large as eight-point. [This is 
the size in which this article is printed.] 
It must include a complete and simple 
tabulation of the cash price, the various 
additional charges, the down payment, 
allowances, credits and the net balance 
payable together with the dates and 
amounts of installments to be paid. It 
must also include in larger bold face 
type immediately above the signature of 
the purchaser the words “This is an 
assignment of wages when such an as- 
signment is included in the contract.” 

4. Rules are set up for the handling 
of add-ons including regulations for the 
allotment of payments between various 


112 


purchases, the limitations as to the ex- 
tent to which the goods originally pur- 
chased may be treated as additional] 
security under add-on contracts, and 
provisions for regulating the handling of 
mortgages on additional property. 

5. Regulations covering the handling 
of wage assignments including certain 
requirements as to filing, and defining 
clearly the circumstances under which 
assignments may be enforced. 

6. Clarification of the rights and lia- 
bilities of the guarantor of installment 
purchases. 

7. Prohibition of confession of judg- 
ment at the time of making the contract 
or at any other time prior to the actual 
occurrence of a default. 


Two Kansas City Jewelry Stores 
Honored for Longevity 


Two Kansas City, Mo., jewelry stores, 
the Goldman Jewelry Co. and Jaccard 
Jewelry Co., were honor guests at the 
“Golden Stag” dinner, on March 19, 
given by the Merchants’ Association, in 
honor of 14 Kansas City firms 50 years 
of age or older. Strickland Gillian, 
famous humorist, was the feature 
speaker. Also on the program were sey- 
eral skits built around the “Gay 
Nineties” theme. 

Walter M. Jaccard, president of Jac- 
card’s, still recalls vividly the days when 
he and his brother Eugene opened a 
store at 815 Main St., in 1888. It took 
a cattle-killing sand storm near Dodge 
City, Kan., to convince farmer Lipman 
Goldman that farming wasn’t profitable. 
The store he opened in Kansas City in 
1883 is now operated by his two sons, 
Fred and George Goldman. 





CRYSTALS 





ARE MADE IN U-5-A. 





Va 


"TKNEW IT 
COULD BE DONE 
the AMERICAN WAY! 


KD Nu-Emp CRYSTALS are superior 
to the best imported brands, yet are 
priced no higher! 

Your customers will welcome an 
American made product in place 
of imported ones. 


* 


If your jobber cannot supply KD Nu-Emp 
Crystals, write for samples and — 
Attractive counter display available at 
no cost. 


LIC. CRYSTAL CORR 
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Ohio Watchmakers Association 
Plans to Reorganize on Basis 
Of Licensing Bill Passage 


A complete revision of the guild ar- 
rangement of the Ohio Watchmakers 
Association looms with the expected 
passage of the watchmakers’ licensing 
bill by the State Legislature. ; 

Changes contemplated were explained 
by Frank Foegler, Cincinnati, secretary- 
treasurer of the association, following 
the organization’s sixth annual conven- 
tion, Saturday and Sunday, March 15 
and 16, in the Neil House, Columbus, 
attended by 164 registrant delegates. 

Foegler said that the association now 
has 2600 members, including those at- 
large, in seven city guild branches 
throughout the state, the chapters being 
in Cincinnati, Toledo, Columbus, Dayton, 
Akron, Springfield and Mansfield. 

Under the new plan, in place of these 
city units there would be 12 district 
guilds, each covering several counties. 
The association favors the change not 
only to better accommodate the present 
members, but also the estimated 900 new 
ones Foegler says the licensing bill’s 
passage would bring into the organi- 
zation. 

It was pointed out that at present il 
is difficult for watchmakers outside the 
seven cities where the guilds now are 
located to take an active part in them 
because of distance. 

With passage of the legislative mea- 
sure, which would make mandatory the 
registration and licensing of all watch- 
makers in the state, the association offi- 
cers plan to call a special meeting to 
work out all details for the new set-up, 
and recommend locations for the 12 dis- 
trict units. 

The officers, L. W. Heimberger, Co- 
lumbus, president; Walter Raabe, Day- 
ton, vice president; Foegler and William 
Funk, Cincinnati, sergeant-at-arms, all 
are hold-overs, having been re-elected. 

Main topic of the annual meeting was 
the licensing bill, already passed by the 
Senate 32 to 2 and referred to the House 
for action later in the month. 

After registration, entertainment, mu- 
sic and dancing Saturday night, the con- 
clave was formally opened Sunday at 
10:30 a. m. by President Heimberger. 
Several proposed resolutions were tabled 
until after the fate of the licensing bill 
is known. 

Speakers heard at the Sunday after- 
noon session and their topics were: How- 
ard I, Beehler, of the Hamilton Watch 
Co., Lancaster, Pa., and president of the 
Horological Institute of America, “Coun- 
ter-poise of Balance and Adjustment in 
Positions”; Walter Kleinlein, technical 
director, Waltham Watch Co., Waltham, 
Mass., “Practical Hairspring Work”; 
William Samelius, dean of the Elgin 
Watchmakers College, Elgin, IIl., “Cur- 
riculum of the Recognized Schools of 
Watchmakers in the United States”; 
Col. H. C. Muhlenberg, Fifth Corps 
Area, U. S. Army Air Corps, Ft. Hays, 
Columbus, “Watchmakers’ Relation to 
Aviation,” and Prof. H. R. Cotterman. 


dean of Capital University, Columbus, 


“Facts and Figures.” 


Elgin Sets Up New Division 
To Handle Defense Orders 


The Elgin National Watch Co. has an- 
nounced that an entirely new division 
has been set up to handle the recent Gov- 
ernment orders placed with Elgin. This 
division will be housed in its own plant. 
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F.T.C. Orders Macher 
To Cease Misrepresentations 
That Firm Is Wholesale House 


The Macher Watch & Jewelry Co., | 
catalog house at 15 Maiden Lane, New | 


York, which adopted the present name 
on April 26, 1939, just shortly before the 
Federal Trade Commission announced 
that the firm, then known as the “Whole- 
sale Watch & Jewelry Co.,” had en- 
tered into a stipulation to cease and de- 
sist from certain practices, is finally the 
subject of an F.T.C. order, announced 
March 5. 

The New York Business Bureau 
brought the attention of the F.T.C. to 
the fact that certain practices which the 
respondents had stipulated to cease were 
being continued and that others of doubt- 
ful fairness were also being used. 
Charges of the B.B.B., supported by 
merchandise purchased from the com- 
pany, were considered and the Commis- 
sion issued a formal complaint and held 
hearings in the matter. 


The order states that the respondents 
are neither wholesalers nor jobbers but 
retailers, and their prices are_ retail 
prices. At a public hearing before a 
trial examiner, Robert J. Macher, prin- 
cipal of the firm, tried to establish that 
they were “industrial jobbers,” in that 
their business was done primarily with 
employes of industrial and commercial 
concerns. The firm issued catalogs and 
courtesy cards which gave the impression 
that holders of such cards could buy at 
prices lower than those in retail stores. 


The firm is forbidden to represent that 
its prices are wholesalers’ or jobbers’ 
prices or provide any substantial dis- 
count from customary retail prices. 


At the hearings legitimate retail jewel- 
ers of the metropolitan area testified 
that prices actually charged by Macher 
for certain jewelry store merchandise 
was in line with the retail prices. 





Earrings in various patterns in 14 Kt 
Green and Red Gold 


St. Christopher Key—14 Kt in three 
sizes; also Bill Clips, Charms and 
Links to match 


Love Knot Ring—14 Kt Red and Green 
30ld Combination in four sizes Ear- 
rings, Cuff Links and Studs to match 


Our comprehensive line of 
Gold, Platinum and Enam- 
aled Novelties, including 
Vanity, Cigarette and Card 
Cases are _ distinctive and 
have sales appeal. 


CLIFFORD A. MILLER &CO., Inc. 


Manufacturers 


64 West 48th Street 
New York 











JEWELRY, GEM CUTTING 
and METALCRAFT 
By W. T. Baxter 
Price $2.50 Postpaid 


Jewelers Circular-Keystone 





100 E. 42nd St., New York 
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WESGO CASTING MACHINE CRUCIBLES 





tically indestructible. 


CRUCIBLE "A" 


For Kerr Centrifico 
type machines, $2.50 


589 Bryant Street 





CRUCIBLE "B" 


For Perfection 
type machines, $2.00 


HESE crucibles will outlast ten to twenty ordi- 
nary crucibles under severe service conditions 
encountered in the casting of platinum and iridio- 
platinum alloys. For gold casting, they are prac- 


CRUCIBLE "C" 


For old Style Kerr 
type machines, $2.50 


Order from your dealer, or directly: 


WESTERN GOLD and PLATINUM WORKS 


San Francisco, Calif. 
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MARCASITE JEWELRY 





Sterling Silver Marcasite Flower 
Watch Pin made for 834 Ligne Move- 
ments. We do not supply movements. 


TRADE KD mMarRK 
Write for 1941 Catalog 


KIMLER & DANIEL, INC. 
83 Canal St. New York 











DIAMONDS! 


NOW equipped to handle 
your business in popular 
grades of melees and 
sizes, as well as in finer 
goods. Recent large oper- 
ations have completed 
our stocks at prices ad- 


vantageous to you. 


A D Leveridge. 


607 Fifth Avenue 
NEW YORK 


WE ALSO CARRY OUR 
GEM LINE AND FAN. 
CIES, ALSO THE NEW 
A D Leveridge. MM. GAUGE 
AND WEIGHT ° ESTIMA. 
TOR. 














| Melee to Be Cut in New York 


By Assembly Line Methods; 
Apprentices to Be Trained 


Rumors that have been circulating re- 
cently around the trade that the cutting 
of diamond melee on a substantial scale 
in the United States might soon be un- 
dertaken, have been confirmed by Joseph 
Baumgold, secretary of Baumgold Bros., 
New York diamond cutting firm, in 
an interview with a representative of 
JEwELers’ CircuLar-KEYSTONE. 

Baumgold Bros., who are already op- 
erating what is said to be the largest 
diamond cutting plant in America, have 
leased large space in a light manufac- 
turing building in the metropolitan area 
in which they will set up a separate 
plant for the cutting of melee. Their 
present shop in New York City will con- 
tinue on the larger sizes exclusively as 
in the past. 

To overcome the handicap of the high 
American wage scale which has hereto- 
fore proved an insurmountable obstacle 
to the cutting of melee in America, Mr. 
Baumgold explains that the new melee 
shop will be equipped with highly spe- 
cialized machinery which has been spe- 
cially designed by the firm to make 
possible the specialized “production line” 
methods which are typical of American 
manufacturing practice and which make 
possible a low cost of production while 
at the same time paying high hourly 
wages to workers. 

Under this method each worker will 
perform just one highly specialized oper- 
ation with the stones passing along a 
sort of production line. The fact that 
each workman will have to know only 
one special operation instead of the 
whole art of diamond cutting, plus the 
fact that much of the machinery is so 
designed as to substitute automatic ad- 
justments for much of the skill of hand 
and eye on the part of the worker, will 
make it possible, Mr. Baumgold believes, 
to train apprentices quickly and easily. 

The Diamond Cutters Union has 
agreed to an arrangement by which a 
considerable number of young people 
will be hired as apprentices at wages 
substantially lower than the very high 
scale paid to skilled cutters, but still a 
high figure in comparison with that 
earned by most manual workers. These 
apprentices will be taught by a staff of 
expert cutters, some of whom will be 
selected from the diamond workers al- 
ready in the Baumgold organization. 
Other expert cutters from Amsterdam 
and Antwerp are to be brought in as 
additional teachers under two year visas, 
arrangements for which have already 
been made with the Department of State 
and the Department of Labor in Wash- 
ington. These men have already been 
selected and will be brought over with 
their arrival timed to coincide with the 
actual opening time of the plant. 

Orders for all of the equipment have 
already been placed, and a substantial 
part of it has already been delivered, 
Mr. Baumgold states. 

Prices at which this American cut 
melee will be offered cannot be definitely 
stated, of course, until the shop is in 
operation and actual costs are deter- 
mined. Mr. Baumgold says, however, 
that careful preliminary estimates have 
convinced them that the price level will 
be competitive with that of European-cut 
melee in even normal times. 
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733 Metropolitan Jewelers 
Attend Banquet at Hotel Astor; 
W. Waters Schwab Is Toastmaster 


Setting new records for attendance at 
jewelry trade banquets seems to be the 
usual thing this winter and the annual 
banquet of the Retail Jewelers Associa- 
tions of Greater New York held at the 
Hotel Astor, on Sunday, March 2, was 
no exception. 

Seven hundred and thirty-three mem- 
bers with their families and _ guests 
crowded even the spacious anteroom and 
grand ballroom for a thoroughly pleasant 
evening under the presidency of Phineas 
Peters. Honorary toastmaster for the 
occasion was W. Waters Schwab, presi- 
dent of J. R. Wood & Sons, Ince., intro- 
ducing the various jewelry trade notables 
at the head table and scattered through 
the group, who arose for bows. All 
speechmaking was omitted. 

Between courses of the dinner, draw- 
ings were conducted for the imposing 
array of handsome door prizes contrib- 
uted by a long list of manufacturers and 
which included chests of silver, electric 
appliances and fine watches, as well as 
a wide assortment of attractive jewelry 
items. 

Each lady in attendance received a 
glass cigarette box and ash tray set and 
gentlemen were given a handsome foun- 
tain pen as their souvenirs. A diverting 
and fast-moving variety show under the 
direction of “Henny” Youngman as mas- 
ter of ceremonies followed the banquet 
and the ballroom was then cleared of 
tables for the dancing which continued 
until the small hours. 

Officers of the Executive Board in 
addition to Mr. Peters, the chairman, 
are: Richard Meiser, secretary, and 
Henry Astor, treasurer, with Robert 
Lipton, John L. Schwarz, Henry Astor 
and B. H. Schwartz, as vice-chairmen of 
the Brooklyn, Bronx, Manhattan and 
Long Island sections, respectively. The 
committee chairmen for the occasion 
were: Banquet, William Schneiderman; 
door prizes, E. Werner Gross; souvenir, 
A. Wolf; entertainment, B. H. Schwartz; 
tickets, John L. Schwartz; _ reception, 
Charles E. Peters; finance, Edward 
Wagner; journal, M. J. Schwartz, and 
floor committee, Harry Brown. 


H.I.A. Certifications 


Hiram Eugene Kelley, Atlanta, Ga., 
and Eric Pfef Ferkorn, New York, 
were the only two to get the title of Cer- 
tified Watchmaker, at the last session 
of the Examining Board of the Horo- 
logical Institute of America, on March 1. 

Those certified as Junior Watchmak- 
ers at that time follow: Edward Ash, 
New York; George W. Feldt, Bunning, 
Cal.; Frank William Laughton, Buffalo, 
N. Y.; John Burgess Williams, Long 
Beach, Cal.; Edward T. McCann, student 
at Elgin Watchmaking College; Rex 
Beall, George <A. Crouch, Gaylord 
Goodell, Robert M. Langwill, Melvin 
Robinson, Alfred G. Smith and Walter 
G. Valin, all students at Bradley Poly- 
technic Institute, Peoria, Il.; Cedric Irv- 
ing Freeman, Norman Clifford Hall, 
Everett Leo Lawrence, Charles Francis 
TenEyck, Howard D. Tompkins and 
Gerald Russel Walsh, all students at 
New York State Agricultural School, 
Morrisville, N. Y. 
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NEW YORK 


hilip Reiter, manufacturing jeweler, 
oe cand space in the Bond Bldg., 31 
W. 47th St. 

Natoli & Joseph, Inc., manufacturers, 
will move, about April 15, to larger 
quarters at 93 Nassau St. 

q The name of Carl Ornstein, of the 
Van Dam Diamond Corp., has been 
legally changed to Carl van Dam. 

John Wong, of the Chinese Gem Co., 
20 W. 47th St., has returned home after 
a year in China, where he went to re- 
plenish stocks. 

Wm. A. Muney, Inc., importers and 
manufacturers of Munwill watches and 
diamond jewelry, is moving its quarters 
to 52 W. 47th St. 

q Leo Abraham, who was connected for 
two years with the Bernat Co., will be 
rising to the tune of reveille, having 
been called into the army. 

q The Dean Watch Co., watch materials 
and jewelers’ supplies house at 87 Nas- 
sau St., New York, on April 15, will 
occupy larger quarters at 116 Nassau St. 
q Zernor, Inc., at 2 W. 47th St. is a 
newly formed stone house, specializing in 
zircons. The head of the firm is Harry 
Strygler, formerly with S. Nathan & Co. 
q The Bernat Co., Swank distributor, has 
completed extensive alerations and ex- 
pansion, and the quarters at 9 Maiden 
Lane now include most of the third floor. 
q Rhodes Wasson has accepted a posi- 
tion with the stationery department of 
Black, Starr & Gorham. He was for- 
merly connected with Lord & Taylor and 
Georg Jensen. 

q Isadore Friedman, president of the 
Friedman Gem Co., Inc., importers and 
cutters at 71 Nassau St., was making a 
business trip through the middle-western 
states last month. 

q Arde Bulova, chairman of the board 
of the Bulova Watch Co., has been named 
chairman of the jewelry section for the 
1941 Greater New York Fund campaign, 
which opens April 14. 

q Baden & Foss, ring manufacturers, 
will move on or about April 15 to 1 W. 
47th St., where they will have twice their 
former floor space. New office furniture 
and other equipment and machinery will 
be installed. : 

q After 22 years in the downtown dis- 
trict the Morris Katz Diamond Corp. will 
locate at 580 5th Ave., on April 1. Mor- 
ris Katz, president, is inviting his friends 
in the trade to an opening celebration 
on Saturday afternoon, April 12. 

q Kittay & Blitz, gem importers and 
cutters, 22 W. 48th St., has engaged Al- 
bert Nisson Davis to cover Chicago, with 
an office at 29 E. Madison St., in that 
city, and Ben Cohen to call on manufac- 
turing jewelers exclusively in the New 
York-Newark area. 

q William Wise & Son, Inc., established 
in Brooklyn gor 107 years, one of Amer- 
ica’s oldest and largest jewelry and sil- 
ver houses, will occupy a large portion 
of the third floor of the Plaza Bldg., 625 
Madison Ave., about April 1, to serve 
a Manhattan clientele. 

q The annual exhibition of jewelry de- 
signs created by the students of Chris- 
tian A. Jakobb, will open to the public 
from 7 to 9 p.m., April 9 and 10, at 
Mechanics Institute, 20 W. 44th St. The 
prize designs selected from the work of 
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34 students in this year’s classes will be 
hung. 

q Albert Kauzman, who was in the preci- 
ous and semi-precious stone business 
since 1897, when he came here from Ger- 
many, died March 7, after a protracted 
illness. For many years he was a part- 
ner of Treibs Bros., and in 1923 went 
into business for himself, first at 80 
Maiden Lane and later at 170 Broadway. 
He was one of the first members of the 
Semi-Precious Stone Association. 

q Clarence Fischer, who previously 
traveled the South for Manheimer, has 
been engaged as purchasing agent and 
merchandise manager for the stores op- 
erated by the Franklin Jewelry Co. in 
Norfolk, Va., Charlotte, N. C., and At- 
lanta, Ga. He will be direct assistant 
to William Schneer and will have his 
headquarters at the executive office, 598 
8th Ave., New York. His old friends 
in the South recently presented him with 
a desk set. 

q The annual beefsteak dinner and show 
of the 24-Karat Club, for members only, 
will be held Wednesday, April 16, at the 
Hotel Warwick, 54th St. and 6th Ave. 
The affair is in the hands of a committee 
composed of Julius Kaufman, chairman; 
Charles W. Sommer and Albert O. Oster- 
wald. New members enrolled at the 
March 3 meeting were: Sturgess C. Rice, 
president of Whiting & Davis, Plainville, 
Mass.; Benjamin Lazrus, head of the 
Benrus Watch Co., and Edward Tomp- 
kins. 


q Nearly 125 friends of Moe Rooder, 
lapidary at 35 Maiden Lane, were pres- 
ent at a dinner at Schwartz’s Restaurant, 
183 Broadway, recently, to see the popu- 
lar little fellow, whose good nature ex- 
ceeds his stature, inducted as “Mayor of 
Maiden Lane,” by the New York League 
of Locality Mayors. All of the other 
local “mayors” with the exception of 
“Bill” Robinson, who was filling a danc- 
ing engagement in Boston, attended, to- 
gether with a great many of Moe’s 
friends from the trade. 

q Louis Kamsly, 71, of the firm of Louis 
& Jules Kamsly, Inc., gem dealers at 
580 5th Ave., was asphyxiated in the 
kitchen of his Long Beach home on the 
morning of March 21, when some milk he 
was heating boiled over and extinguished 
a gas flame. Having lost his sense of 
smell some time ago, Mr. Kamsly is be- 
lieved to have been oblivious of the gas 
which overcame him as he read his news- 
paper. Besides his widow, he is sur- 
vived by his son, Jules, and another son, 
Samuel, of another diamond house, Gray- 
Kamsly, Inc., 608 5th Ave. 


q Two New York men whose activities 
in the jewelry trade are always news to 
this publication “made” the sports pages 
of Florida newspapers recently through 
their prowess as fishermen. Meyer D. 
Rothschild, of the American Gem & 
Pearl Co., won, of all things, the dia- 
mond button, of the Cotton Thread Club, 
at Everglades, Fla. This emblem, the 
first of its kind to be issued, and highly 
regarded by light tackle fisherman, was 
won by Mr. Rothschild on his catch of a 
12%,-lb. fish on ordinary cotton sew- 
ing thread No. 24. It was heaviest fish 
the angler has caught in 20 years of cot- 
ton thread fishing. His cohort, Otto D. 
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OMEGA 


THE WATCH OF WORLD 
PRECISION RECORD 


DISTRIBUTORS 
NORMAN M. MORRIS 
WATCH CORP. 
608 Fifth Ave. New York 











ENCRUSTERS 


STONE RINGS ENGRAVED 
@ CRESTS @ ORILLERS 
@ COATS-OF-ARMS @ GEM CUTTERS 


@ SCHOOL AND FRATERNAL EMBLEMS 
Estimates furnished without obligation 


BRAUNFELD & MEHLMAN 


108 Fulton St. New York, N. Y. 





Diamonds, Pearls, Precious, 
Synthetic & Imitation Stones 


S. NATHAN & CO., Ine. 
71-73 Nassau Street, New York 


Orders tor Jobbing Stones and Lapidary 
Work Carefully and Promptly Filled 








BEAD SPECIALIST 
All Kinds of Genuine Stone Bead Necklaces 
Earrings Pendants Bead Bracelets 


Selections on request to responsible Jewelers. 
Necklaces lengthened and restrung. 


DOUBRAVA CO. 
12 John St., New York City 











SIMONS BROS. CO. 
THIMBLES 


PHILADELPHIA 








269 So. 9th ST. 








71 Nassau St. 


FRIEDMAN GEM CO., INC. 


ROYAL MARCASSITES | Sizes 1 to 12 
CULTURED PEARL NECKLACES 
ZIRCONS White and Blue, Fancy 
CHINESE JADE 
New York 








Contracts Receipt Books, etc. 
Samples Sent FREE 


S. J. SURNAMER CO.—370-7th Ave., N.Y. 














Grarr, WasHsBourne & Dunn 


FINE SILVERSMITHS 


SPECIAL ORDERS 
SOLICITED 

142 WEST 14th STREET 
NEW YORK 














“ORIENTA” 
COLTURED PEARLS 
of QUALITY 


# 





<3 EXPERT HAIRSPRING 
* VIBRATING 


Of all Precision, Normal, 
Abnormal, Flat, Breguet 
and non-magnetic Hair- 
springs. 24 Hour Ser- 
will convince you of our 





A trial order 
work. 


UPTOWN HAIRSPRING SERVICE 


vice. 
Quality 


10 W. 47th St. 


“JADE”’ 
“The Gem Of Ages’’ 


We carry a complete line of Jade in 
various sizes and shapes. Should you 
have difficulty in obtaining the Jade 
you desire, please write us as we can 
fill your every requirement. 


CHINESE GEMS CO. 


New York 


New York, N. Y. 








20 West 47th St. 

















EACH PIECE A WORK OF ART 


G. WENZ 
48 West 48th St. New York City 


Antique Rings, Bracelets, Clip and 
Flower Brooches 
Enamel Work a Specialty 











Antique Jewelry 
( Reproductions ) 
Beautifully designed in 
Gold, with colored stone 
centers, surrounded by dia- 

/ monds; with enameling. 
Send for quotations 
JOSEPH A. RICH 
Mfrs. of Plat. & Gold Jewelry 
62 47th ST. 


NEW YORK, N. Y. 




















For Genuine ZIRCONS 
BIRTHSTONES . 
CULTURED PEARLS 


Write MAX STERN & CO. 
17-23 John St. N. Y. City 











a PATENT YOUR IDEA 


send a Sketch or Model ok 











FREE (fen'arure 
Pat. Off. 


% records searched 
for ANY Invention 


or Trade Mark 














RCH CROWN TAGS 


CELLULOID — METAL — PARCHMENT 


Send for Catalog. Illustrating 
Our New Improved Line 
18 Crawford St. Newark, N. J. 

















Wormser, of 22 W. 48th St., after an 
interesting fight, captured a seven-pound 
redfish, for which he won the silver but- 
ton of Cotton Thread Club. For years 
these two stalwarts of the New York 
jewelry trade have made pilgrimages to 
the same Southern waters, so they know 
where the big ones are to be caught. 

q ‘To accommodate a large group of men 
who have had their names on member- 
ship applications for months, the Maiden 
Lane Outing Club at its annual meeting, 
held March 14, at 9 Maiden Lane, raised 
its membership limit from 150 to 200, 
after long deliberation. The eagerness 
with which men in the trade try to en- 
ter into this organization, composed 
largely of manufacturers’ representa- 
tives, bespeaks the fellowship that exists 
in the club and the good times that are 
always enjoyed at club events, The pres- 
ent summer outing committee, composed 
of Wheaton Gray, chairman; Joe Frier, 
Ted Coords, Sam Dorsky, George Spell- 
meyer and Louis Nussbaum, proposed 
the spacious facilities of Schmidt’s Farm, 
in Westchester County, as a new location 
for the outing which will be held, as 
usual, early in June. Henry Green, of 
the Freeman Daughaday Co., was named 
to succeed William J. Richards, of Ostby 
& Barton, as president. F. Norman UIl- 
rich was elected vice-president, and 
Jerry Grant, of Swank Products, peren- 
nial hard-working  secretary-treasurer, 
was retained. 





JAMES THIESE 


HENRY GREEN 


q James Thiese, of the Acme Ring Mfg. 
Co., Newark, was advanced to the presi- 
dency of the Jewelers Fraternal Asso- 
ciation, at the annual meeting, held 
March 13, in Room 1305, 9 Maiden 
Lane. Norbert Cahn was the retiring 
president. Others elected were: F. Nor- 
man Ullrich, vice-president; William Un- 
derwood, secretary-treasurer; and mem- 
bers of the board of governors, James 
Thiese, chairman; Fred Kielman and 
Wheaton Gray, for two years, and Nor- 
bert Cahn, George Spellmeyer, Arthur 
Tuveri and Harold Castagnetta, for one- 
year terms. A substantial treasury bal- 
ance was reported by Mr. Underwood. 





Over 800 at Dinner-Dance 
Of Metropolitan Credit Jewelers; 
One of Nicest Affairs of Season 


One of the outstanding jewelry trade 
functions of the year was held at the 
Waldorf-Astoria Hotel, New York City, 
Sunday evening, March 16, when 800 
members of the Associated Credit Jewel- 
ers of New York and New Jersey and 
their relatives and guests assembled for 
the seventh. annual dinner-dance of the 
organization. It proved to be not only 
one of the largest but one of the pleas- 
antest parties of the winter. 
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Following the customary _ reception 
and cocktail party, with its renewals of 
old friendships, a sumptuous dinner was 
served in the main ballroom to the ae. 
companiment of music by Joe Moss and 
his Waldorf-Astoria orchestra, with the 
dance floor well thronged — between 
courses. At the close of the dinner, the 
door prizes, of which there were 63, were 
awarded to the lucky winners, and each 
lady present received as a souvenir an 
attractive little sachet. A pleasing floor 
show was then presented, after which 
the floor was turned over to dancing for 
the remainder of the evening. 

To the officers of the Associated Credit 
Jewelers and the committees in charge, 
particularly “Mort” Abelson, who was 
chairman of the dinner-dance committee, 
and William Wagner, the hard working 
executive secretary, an orchid for a thor- 
oughly delightful evening. 


New York Manufacturers 
Sign Pact With Jewelry Workers 


New York jewelry manufacturers as- 
sociated with the Jewelry Crafts Asso- 
ciation and with the Associate Jewelers, 
Inc., have signed a two-year agreement 
with members of the International Jew- 
elry Workers Union No. 1. 

The union waived its request for a 15 
per cent wage increase. ‘The minimum 
wage scale, therefore, continues to be 
$1 an hour for Class A mechanics, 70¢ 
an hour for Class B mechanics, $13 a 
week for apprentice mechanics—$14 a 
week if and when the proposed manu- 
facturing jewelers wage-hour schedule 
goes into effect. Diamond setters con- 
tinue to be paid by piece work at the 
rate of not less than $1.25 an hour, with 
apprentices paid a minimum of $13 a 
week, 

In addition, the agreement provides: 
No reduction in wages during the next 
two years below the prevailing wages 
of Jan. 2, 1941. 

An increase in one week’s vacation pay 
from 3% to 5% of yearly earnings, for 
workers employed six months or more. 
No employer is required to pay more 
than one week’s full wages for vacation. 

No work to be sent out of shops while 
members of Local No. 1 are unemployed, 
and when sent out, must be sent to union 
shops, providing the latter can supply 
adequate shops to do the work. 

Workers drafted or volunteering in 
the military forces of the United States 
will retain seniority rights in shops at 
the time of their entering the service, 
provided conditions have not so changed 
as to make it unreasonable or imprac- 
ticable to restore the worker to his for- 
mer position. The manufacturers shall 
have the right to discharge substitute 
workers upon the return of enrollees or 
draftees. 


Morris Eisendoerfer, manufacturing 
jeweler and diamond cutter, has moved 
his office to the Mack Bldg., 629 16th 
St., Denver, Colo. 








THEODORE MOED 
Broker in 


CUTTABLE AND INDUSTRIAL 
DIAMONDS 


Also buying and selling crush- 
ing bortz and diamond powder. 








93 Nassau St., New York 
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“The Boys on the Road” 


A monthly department of personal news notes about the men who sell to the jewelry trade 
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a Frank Newburger, the well-known 
and popular representative in the Chi- 
cago territory for the D. F. Briggs Co. 
and Bates & Bacon Co. lines, made his 
annual vacation trip to Florida late in 
February and expected to visit the fac- 
tory at Attleboro and also in New York 
before returning home. 

q Sam Grossman, representing W. & H. 
Jewelry Co. in Chicago and Middlewest 
territory, and Mrs. Grossman are spend- 
ing two months in California and expect 
to return early in May. 

q Joe Goldstone, of Imperial Pearl Syn- 
dicate, left Chicago by plane on March 
18 for San Jose, Cal., where he addressed 
the California R.J.A. convention on the 
19th, discussing cultured pearls from 
both an educational standpoint and sales 
possibilities. 

I. B. Miller, Chicago, who completed 
his 54th year as a traveling jewelry sales- 
man early this year, has retired from 
the road as a salesman, but says he ex- 
pects to do considerable traveling in the 
future to visit his many friends through- 
out the country. Mr. Miller, who will 
soon be 85 years old, is still active, hale 
and hearty. 

q Jewelers will be glad to know that 
Charles Purdom, known all over the 
country as Watch Master Charlie, is 
again back with American Time Prod- 
ucts, Inc., as special demonstrator after 
having taken a “leave of absence” with 
Henry Paulson & Co. for a few months. 
q Sam C. “Colonel” Steinmann, self- 
styled as “America’s Good-will Ambassa- 
dor,” spread his own inimitable brand of 
Americanism and good-will in Miami, 
where he recently ended a four-weeks’ 
vacation. 

q Phil Abrams, Chicago diamond man, 
recently spent some time in Wisconsin, 
taking in skiing and other winter sports. 
q Jimmy Fenstermacher, Gerwe-Froh- 
man Co., Cincinnati, reports good busi- 
ness on a recent six-week trip on the 
road. 

q Harold Cohen, colored stone and pearl 
man at 620 5th Aye., New York, has 
engaged Earl H. Woodnorth to repre- 
sent him throughout the country. 

q Bernie Smith, New England represen- 
tative for Gruen watches, was one of 


@. group which made the trek north and 


made its headquarters at Quebec. Bernie 
says, “There are many things other than 
toboggan slides which give added zest to 
one’s visit up there.” 

q J. Jack Sacks, sales representative for 
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A FINER GRADE OF WORK WITH MODERN METHODS 


ROYAL DIAL & REFINISHING CO. 
116 NASSAU ST. NEW YORK, N. Y. 
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Simson Bros. Refining Corp., Newark, is 
now on the road covering the east, mid- 
dlewest and southern territories. 


Max S. Wolfe, the 
popular representative 
of the A. G. Schultz 
Co., Baltimore, a 
hardened bachelor, 
has at last been smit- 
ten by Cupid. Mr. 
Wolfe who has con- 
tacted B. Greenberg's, 
Washington, for the 
past five years met his 
intended, Miss Re- 
becca Michael of 
Washington and Ma- 
con, Ga., only last Oc- 
tober when they were 
introduced by Miss 
Lillian Michael, mer- 
chandise manager of 
the Greenberg store. 
No date has been set 
for the nuptials. 





q Harry: Haywood, who has been with 
RK. Wallace & Sons Mfg. Co. for the past 
35 years and has been traveling the 
larger cities in the South and Southwest, 
has taken over the cities of Philadelphia, 
Washington and Baltimore for the ster- 
ling lines, which were formerly carried 
by Alfred J. Taylor, who, on Jan. 1, 
was made assistant sales manager of the 
Eastern division. 

q J. B. Lipsker, of the refining depart- 
ment of Goldsmith Bros. Smelting & Re- 
fining Co., Chicago, is now making his 
semi-annual trip through the south and 
southwest. 


Kirk-Rich Dial Offices Moved 


The Kirk-Rich Dial Corp. moved its 
executive and accounting offices to the 
Jewelry Trades Bldg., located at 220 W. 
Fifth St., Los Angeles. The company 
had occupied space in the Metropolitan 
Bldg., 315 West 5th St., for the past 
15 years. The new office adjoins the 
dial and crystal shops. It has been neces- 
sary to expand facilities considerably 
due to the increase in radium application 
work in connection with the defense pro- 
gram. 

Kenneth B. Kirk, president, will be in 
the West until June 1, when he will 
leave on an inspection trip of the com- 
pany’s middle western and eastern offices. 
E. L. Kimble, manager of the Los 
Angeles office, is on a sales trip in cen- 
tral California, where he attended the 
jewelers’ convention in San Jose. 





35th Convention of Oklahoma R.J.A. 


The 35th annual convention of the 
Oklahoma R.J.A. will be held at the 
Hotel Skirvin, Oklahoma City, April 6 
and 7. The Oklahoma Watchmakers’ 
Guild will hold its meeting on Sunday 
afternoon, April 6. In the evening there 
will be a buffet supper for jewelers, 
watchmakers, “Sooner” travelers and 
their wives. President Willis D. Waugh 
will conduct the business sessions Mon- 
day. The feature of a luncheon meeting 
will be an address on salesmanship by 
Prof. J. E. George, president of Enid 
Business College, Enid, Okla. Prof. 
George has been teaching salesmanship 
and business law for over 35 years. A 
dinner-dance will be held on Monday 
night with J. F. Seyforth and N. O. 
Barnhill in charge of the entertainment. 
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— WATCH REPAIRING — 
For the Trade 
Prompt Accurate Service 
EXCHANGE WATCH REPAIR CO. 


155 CANAL ST. NEW YORK 














GOLD 


and 


SILVER 
PLATING 


Silverware Repaired 
Equal to NEW 
Removing of Engravings 


WM. HERTEL & CO., Inc. 
Silversmiths & Platers 
17 W. 45th St. 
New York City 


“22 years at the same 
address” 
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(After) 














WATCH MATERIALS 





DEAN COMPANY 


Announce their removal 
to larger quarters 


to 


116 NASSAU ST., NEW YORK 





JEWELERS’ SUPPLIES 











A LINE FOR JEWELERS 


500 pieces of handmade sterling silver—men’s, women’s 
and children’s jewelry, gadgets, novelties and table 
accessories, Successfully promoted by leading jewelers. 
Each piece available with raised monogram. Heavy, 
modern, and beautifully handcrafted. Retail from 
$1.50 to $50. Catalog on request. 


LEONORE DOSKOW 
SILVERSMITH 49 West 27th St., N. Y. C. 














SCULPTURED HANDS 


By 
Helen LiedLoff 
For Distinctive Display 


ieott-2 1947 BROADWAY 
Ene. ~NEW YORK CITY 











We cussones 
Elgin—Hamilton—Waltham Watches 
Seth Thomas—Westclox 
Waltham Clocks 


Serving the Trade Since 1857 
906 Chestnut Street, Philadelphia 








Our 1940-1941 Catalog 
FEATURING 


Swiss and American 
Genuine Watch Materials 


Watch Cases—Watch Bracelets 
Watch Straps—Tilmore Watches 


SEND FOR YOUR COPY 


CENTRAL WATCH MATERIALS 
& SUPPLY CO., INC. 


134 S$. Sth St. Philadelphia, Pa. 








ORDER YOUR 
TELECHRON and REVERE 
Electric Clocks 
SETH THOMAS CLOCKS 
WESTCLOX PRODUCTS 
INGERSOLL WATCHES, ETC. 
REPAIR DEPT. SUPPLIES 
From authorized Distributors 
JOS. B. BECHTEL & CO., INC. 
729 Sansom St., Philadelphia 


(Satisfactory service for 46 years) 











KLGIN & BELMAR 


ew ATC 


LOUIS SICKLES 
1015 Chestnut St,, Philadelphia, Pa. 
‘Wholesale DistributorstotheTrade”’ 











Z'RNKILTON 


CREATORS OF ARTISTIC 
HAND MADE 
IRIDIUM PLATINUM MOUNTINGS 


FX. ZIRNKILTON #tittsts 


PHILADELPHIA 














- Manufacturer of Distinctive Diamond 


Mountings and Wedding Rings 
805 Sansom Street Philadelphia 





BYARD fF. BROGAN 














q Albert W. Soifer, jeweler of 802 San- 
som St., and family have returned from 
a month’s stay in Florida. 

q Frank L. Schlichter, of J. E. Caldwell 
& Co., Chestnut and Juniper Sts., will 
leave April 5 for a two-week trip to 
Georgia. 

q Mr. and Mrs. Samuel Winthrop, of 801 
Walnut St., left before the snowstorm 
for a four-weeks’ vacation in Miami 
Beach. They planned to fly to Havana 
and to take in all the highspots. 

q Walter Rice, Harvey Lippincott and 
Benjamin Lowensbury were among staff 
members of Bailey, Banks & Biddle Co., 
1218 Chestnut St., who spent winter 
vacations in Florida during March. 

q Sansom Street jewelers who spent 
vacations in Florida and the South last 
month or expected to leave on trips in 
April were Samuel Lashof, Harry Gor- 
don, J. Rabinowitz, Isaac Shifren, Rob- 
ert Shifren and Alex Lopatin. 

q Following a custom established in 
1937, Philip Kind, secretary, of S. Kind 
& Sons, was to give his annual dinner 
to friends in the trade, March 27, at 
Bookbinders’ Restaurant, 125 Walnut St. 
Approximately 75 guests were to be 
present including the older employees of 
the Kind firm and representatives of 
some of the firms from which they buy. 


q Richard Simon, son of Myer Simon, 
president of M. Simon & Co., 15 N. 13th 
St., and himself associated with the 
store, was married to Miss Elizabeth 
Kaufman, of Charlottesville, Va., in the 
latter city on March 4. Following the 
ceremony, the couple left for a wedding 
trip to Miami Beach and Havana. They 
will make their home in suburban Elkins 
Park. 


q Frank Kaplan, chief clerk of a Phila- 
delphia draft board, was under Federal 
indictment in March on information sup- 
plied by Max Dantowitz, who recently 
sold his jewelry store at 1214 S. Broad 
St. Mr. Dantowitz called a Philadelphia 
newspaper after Kaplan allegedly of- 
fered to win draft deferment for the 
jeweler for payment of $50. Federal 
agents, summoned by the newspaper, 
arrested Kaplan in the store as he re- 
putedly accepted money from Mr. Dan- 
towitz. Mr. Dantowitz was called to 
testify before a grand jury in Philadel- 
phia, March 18, from Indiantown Gap 
military camp where he has been sta- 
tioned since voluntarily joining the Na- 
tional Guard. 


q The 29th annual meeting and banquet 
of the Sansom Street Business Men’s 
Association will be held late in April or 
early in May. Preliminary arrangements 
for the affair were begun at a board of 
directors’ meeting, March 12, when Josef 
S. Milner was named chairman and Isaac 
Shifren, assistant chairman, of a meet- 
ing and banquet committee, other mem- 
bers of which are: Samuel A. Cohan, 
Harry Gordon, John M. J. Costello, 
Harry Leibowitz, David Jacoby, Mr. 
Lashof, Frank Himelfarb, William 
Pickens, Michael Orloff, Robert Shifren, 
Paul Drehen, I. Margolis and Alex 
Lopatin. Nomination of officers was to 
take place at ‘a general membership 
meeting March 26, according to Samuel 
Lashof, president. 
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Employee Discounts Would Be Banned 
Under Proposed Pennsylvania Law; 
Mayers Case in Federal Court 


Carrying its battle against wholesale. 
retailing and catalog-houses one step 
farther, the militant Philadelphia R.J.A, 
last month sought passage of the s0- 
called “Wisconsin Law” by the Pennsy)- 
vania Legislature. 

The association, it was announced, 
would introduce a bill in the State As- 
sembly prohibiting an employer from 
procuring for or selling to employees ar- 
ticles or merchandise other than that 
which he himself sells or manufactures. 

The bill was expected to be presented 
late in March, according to Edwin §, 
Malmed, executive secretary and legal 
advisor of the Philadelphia organization. 
Mr. Malmed explained that although 
agitation for a Pennsylvania duplicate 
of the “Wisconsin Law” has been “in 
the air for some time,” the jewelers’ 
association has been the group most 
actively backing the idea lately. Other 
organizations are also interested, how- 
ever, and will support the move, he said. 

The law would prevent industrial pur- 
chasing agents, for instance, from buy- 
ing watches, jewelry or any other mer- 
chandise for company employees at a 
discount, Mr. Malmed said, and _ thus 
would plug a serious avenue of lost 
business for retail merchants. 

The association’s suit against L. & C. 
Mayers Co. is scheduled to be heard in 
U. S. District Court this month. Orig- 
inally the suit was brought in State court 
against the company on charges of vio- 
lating the Pennsylvania Fair Trade act 
by selling Bulova watches and other 
products below regular retail prices. 
The switch to Federal court was made 
on application by the defendant firm. 

New officers of the group are M. 
Simon, president; Louis Jagielky, vice- 
president; Ralph Huberman, second 
vice-president; A. Lester Sauter, trea- 
surer, and Mr. Malmed. 











4 H 9° 
** Fine English 
SILVER POLISH 

Tested and approved by leading silver 
houses—Amazing Working qualities— 
Finest—Most Efficient Polish developed 
by latest scientific research—Sold In 
bulk for trade—retall sales. 

8 oz. bottle 50¢ Keystone Liat. 
Write for free sample. 
WONDER CHEMICAL CO. 
545 Third Ave. Brooklyn, N. Y. 











BOWMAN 


Technical School 
Courses for Success for 
Watchmakers 
Engravers, Jewelers 
| Write for free book ‘Your 
! Future and Our School’ 

» JOHN J. BOWMAN, Director 
Bowman Bldg., Lancaster, Pa. 














College of Horology 


SCHOOL FOR WATCHMAKERS, 
JEWELERS AND ENGRAVERS 


Broad and Somerset Streets 
PHILADELPHIA, PA. 
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PROVIDENCE 


Lt. William G. Lind, Jr., formerly 
with the T. W. Lind Co., findings manu- 
facturers, is now on active duty with the 
U. S. Marine Corps at Guantanamo Bay, 

a. 
ret H. McCahan, of the E. I. Du Pont 

e Nemours Co., spoke on “Modern Im- 
provements in Brass Making” at a din- 
ner of the Providence-Attleboro branch 
of the American Electro-platers’ Society, 
March 17. The talk was_ illustrated 
with a sound movie in technicolor. 

q Since Nov. 1, 1940, 68 persons have 
visited the Eastern Headquarters Office 
of the Gemological Institute and Amer- 
ican Gem Society, at 69 Newbury St., 
Boston. Of these, 27 were students of 
the gemological courses. Four students 
have worked in the laboratory, three of 
whom completed their final stone exam- 
inations at that time. 

q Payrolls in the Rhode Island jewelry 
and silverware manufacturing industry 
showed a sharp upturn during the month 
of February when compared with the 
total in the like period of 1940, according 
to a report released by the Federal Re- 
serve Bank of Boston. Payrolls totaled 
$1,457,142 in February against $1,220,751 
a year ago, an increase of nearly 20%. 
4 Members of the Rhode Island Watch- 
makers Association have decided to have 
a technical talk on watchmaking by a 
member of the organization at each reg- 
ular meeting. The first of these talks 
was given at the February meeting by 
Henry Carette. William R. Robidoux 
demonstrated the “mystery clock,” con- 
structed by him. Members were present 
from all parts of the state. 

4A talk by W. A. H. Wells, head of 
the Wells Findings Co., was the main 
feature of the monthly meeting of the 
Metal Findings Manufacturers Associa- 
tion at the Narragansett Hotel. After 
luncheon and a brief business session Mr. 
Wells “took over” and told about his 
trip to Havana during the Christmas 
holidays. After he had finished his talk 
Joseph Whitaker, of Whitaker Fielding 
Co., showed some colored films which he 
had made on a recent trip to Havana. 

q Representatives of retail stores 
throughout the State appeared before 
the judiciary committee of the R. I. 
House of Representatives recently to 
register their objections to the proposed 
State Wage-Hour Law. Most of the 
objections centered on the proposal for 
a 40-hour week rather than the minimum 
wages set up in the Act. Store oper- 
ators pointed out that they would be 
handicapped by the 40-hour week and 
urged that the hours be increased to 48. 
4q Irons & Russell Co. of Providence, R. 
I., manufacturers of emblems and other 
jewelry items, has named William E. 
Smith as secretary and assistant man- 
ager. Mr. Smith has been associated 








ZIRCONS 


in all sizes 
ROUNDS — EMERALD CUT 
also — ZIRCON MELEE 
ZERNOR INC. 


2 W. 47th St. BRyant 9-0294 N. Y. City 
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with the Irons and Russell Co. continu- 
ously since 1937, and also worked there 
for a short time as a boy. The president 
and general manager of Irons and Rus- 
sell Co. is Albert I. Russell, son of the 
late Charles A. Russell under whose 
guidance the business attained a leading 
position in the industry. 

q Brig. Gen. Philip B. Fleming, Federal 
Wage Hour Administrator, was sched- 
uled to make a trip to Providence during 
the final week of March for the purpose 
of inspecting several jewelry plants in 
this territory. Fleming was scheduled 
to come here with Edward O. Otis, Jr., 
executive secretary of the New England 
Manufacturing Jewelers & Silversmiths 
Association, wko has been in Washing- 
ton attending hearings on the proposed 
wage minimum order for the jewelry 
industry. The trip was arranged by 
counsel for the jewelers’ association. 

q A full week after the recent fire in 
the baggage building of the Union Sta- 
tion, New Haven Railroad, salvage 
workers uncovered a trunk containing 
unset diamonds valued at $75,000 and 
about $1200 worth of other jewelry in 
gold and silver. Following the fire, on 
the night of Feb. 18, special guards, 
fully armed, were stationed around the 
remains of the building because it was 
known that a large amount of cash and 
much jewelry shipped by and to local 
jewelry manufacturing and retail con- 
cerns was in the rubble. The 56 dia- 
monds and other jewelry in the trunk 
were consigned to ‘Tilden-Thurber Co., 
local retail jewelry store, and were de- 
livered there following the discovery. 


Short Course on Diamonds 
Offered by Gemological Institute 


A special diamond course, comprising 
material covered in longer gem courses 
offered by the Gemological Institute of 
America, is now available to those in- 
terested in getting a fundamental 
grounding in this subject. It is estimated 
that the course may be completed in 
four months of actual study, figured on 
the completion of one assignment, re- 
quiring three or four hours of study, 
each week. There is no examination 
or certificate of completion of this por- 
tion of Course No. 012, but if the stu- 
dent is elected to membership in the 
American Gem Society his first year’s 
dues are paid. The cost is $50 for tui- 
tion and $10 for enrollment. 

Almost every assignment in this course 
to be known as No. 012% consists of 
three portions: (1) a section from the 
textbook, Shipley’s “Gems and Precious 
Metals”; (2) a written lecture which 
explains the section in more popular lan- 
guage and points out how its scientific 
facts can be used as factors of value in 
buying and in increasing the retail 
jeweler’s sales, and (3) a questionnaire, 
answering of which insures that the stu- 
dent understands the subject. Question- 
naires are returned to the A.G.S. for 
correction, comments, advice and grad- 
ing. 

Other details may be learned by writ- 
ing to the international headquarters of 
A.G.S. at 541 S. Alexandria Ave., Los 
Angeles, Cal. 


119 








BEAD BRACELETS 
3-STRAND 
BEAD NECKS 
1- 2- or 3-Strand 
The bracelet has secure box clasp and 
positive-acting snap. Made to order in 
all standard graduations. 
Necklaces, any length, made to your 
order. Uniform or graduated. Bead sizes, 
2mm to 14mm. 
1/20 12 KT Gold Filled 
Sterling Silver 
14 KT Gold 
Polished—English—Red—Green 
or Roman Finish 
And in Combinations 
eee 
We Also Make 
Key-Operated and Snap Padlocks 


W. R. COBB CO. 


N. Y. Salesroom Providence, R. I. 
320 Fifth Ave. 101 Sabin St. 














REED & BARTON 


SILVER POLISH 


Approved by Good Housekeeping 


A superior polish—made by silver- 
smiths for jewelers’ use and resale. 
Freight now prepaid in U. S. — 
jeweler receiving full 100% profit. 
REED & BARTON - Taunton, Mass. 











=SILVER PAK= 


QUALITY FLANNEL BAGS AND 
ROLLS THAT ARE 


NON-TARNISHING 


ACCURATE BINDING CO., INC. 
147 WEST 25th ST. NEW YORK CITY 
TELEPHONE: CHELSEA 2-4990 





















Cent 


250 Sterling Charms in Illustrated Catalog on request 
WELLS MFG. CO., ATTLEBORO, MASS. 














SILVER COMPANY 
Rhode Island 


22 Patterns Sterling Silver 
M ANCHESTER 





Providence 















THE TOWN CRIER 


Says— 
Be Smart! 
When you want 


SERVICE 


Order from Engel 














Zi WEST 
BALTIMORE ST. 


BALTIMORE, MD. 


“AN INSTITUTION 
of DEPENDABILITY”’ 


ESTABLISHED 1885 











ALBERT S. SMYTH CO. 


WHOLESALE 
DIAMONDS - WATCHES 
@ JEWELRY e@ 

5 HOPKINS PLACE, BALTIMORE, MD. 











fi. G. Schule; Company 


—BETTER STERLING HOLLOWWARE— 
TRADE : 


= 


423 E. Lombard St. Baltimore, Md. 











A Short Course in Engraving for 
Jewelers 
By WM. KASSEL 
Price 50¢ 
The Jewelers’ Circular-Keystone 
Chestnut & 56th Sts. 100 E. 42nd St. 
Philadelphia, Pa. New York, N. Y. 




















| ; BAL TIM O RE 


q Philip S. Danenberg, watch repairman 
for Herman Schwartz & Co., 330 N. 
Charles St., Baltimore, was spending his 
honeymoon in New York last month. He 
was married March 9. 

B. I. Friedman, of Friedman Jewelers 
of Savannah, Ga., is back from a vaca- 
tion spent in New Orleans, where he 
witnessed the Mardi Gras festivities. 
Mr. Friedman is an alderman in his own 
town. 

4 H. J. Schwarz, the president of the 
Baltimore R.J.A., and jeweler at 3314 
Eastern Ave., Baltimore, who is a great 
baseball fan, has followed the Orioles on 
their annual training trip to Haynes 
City, Fla. 

q Seymour Gray, of Kosch’s jewelry 
store at Spartanburg, S. C., accompanied 
by Mrs. Gray, stopped in Baltimore sev- 
eral weeks ago and took in the wholesale 
market, later proceeding to New York 
to spend a Spring vacation. 

q Leon Engel, of J. Engel & Co., Inc., 
Baltimore, wholesalers, proved to be 
well up on the news of sporting events 
at a recent quiz, arranged by the Hamil- 
ton Watch Co. He was allowed to choose 
his own subject and selected the domain 
of sports, emerging from the contest 
with flying colors. He answered all 
queries and won the sum of $64. 

q Ferd. Kohner, of Max Kohner, whole- 
salers at 21 W. Baltimore St., Baltimore, 
who has been at Tucson, Arizona, for 
several months to recuperate from a 
lengthy illness, was visited recently by 
his son, Ferd., Jr. The latter found the 
patient improving steadily with pros- 
pects of being thoroughly restored and 
enabled to return home and resume his 
business activities. 

q Reade Tilley, of the Tilley Jewelry 
Co., Clearwater, Fla., and prominent offi- 
cial of the Florida R.J.A., recently en- 
joyed a short visit from his son, Reade 
Tilley, Jr.. who was home on furlough. 
Young Tilley is serving as a pilot and 
instructor in the Royal Canadian Air 
Corps, and has been stationed at Ottawa, 
Can. He expects to have his chance at 
defending Great Britain before long. 

q Dr. T. K. Peters, head of the Depart- 
ment of Physics at Oglethorpe Univer- 
sity and proprietor of the Precision In- 
strument Co., of Atlanta, was guest of 
honor and principal speaker at a meet- 
ing of the Atlanta Watchmakers’ Guild 
at its meeting, March 11, at Wooding’s 
Cafeteria. Dr. Peters spoke on_alti- 
meters, which his company made for the 
government during the last World War 
and which it is now preparing to turn 
out in quantity for the United States 
and Great Britain. 





Lone Star State Jewelers 
Opposed to Any Luxury Tax; 
Melrose Tappan Is President 


The Texas R.J.A., which met at the 
Hotel Texas, Fort Worth, on March 23 
and 24, with 240 registered, adopted a 
resolution favoring the passage of House 
Bill 118, providing that watches pre- 
viously used must be labeled as second- 
hand. Another important resolution op- 
posed any state or national tax such as a 
luxury tax which would be discrimina- 
tory and a burden on distributors of so- 


called non-essential merchandise. 
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Melrose Tappan, of Sherman, was 
elected to the presidency, succeeding 
J. Jacobs, of Port Arthur. Other officers 
named were: B. L. Turner, Austin, first 
vice-president; Rex Smith, Abilene, sec- 
ond vice-president; C. W. Varner, Bryan, 
recording secretary; H. E. Dill, Dallas, 
financial secretary; and J. Jacobs, R. J, 
Slagle, Houston; Vernon Barnes, Vic- 
toria; H. L. Holdsworth, El Paso; B. 0, 
Perdue, Crockett; Billy Gusfield, Beau- 
mont, and Plez McNeel, San Antonio, 
directors. 

Beaumont was selected as the 1942 con- 
vention city, but dates were not set. 


Drosten's and Kind & Sons 
Employes Share in Big Bonuses 


Two fine large American jewelry stores 
have recently given their employes a 
“cut” in the profits from a_ successful 
year. 

Employes of the Drosten Jewelry Co., 
St. Louis, Mo., with a year or more of 
service were given a bonus of ten weeks’ 
salary besides the usual dividend check, 
at a dinner to the employes at the home 
of William G. Drosten, president. The 
firm paid an eight-weeks’ bonus in 1940; 
four weeks in 1939, six weeks in 1938 
and eight weeks in 1937. 

Forty senior employes of S. Kind & 
Sons, Philadelphia, have received a 
profit-sharing bonus. The checks, total- 
ing more than $5,000, were distributed 
by Philip Kind, secretary of the com- 
pany, at a dinner held for the purpose 
on Feb. 28, at Whitman’s. The year 
1940 was the most successful one since 
it moved into its new home at Chestnut 
and Broad Sts. 


Michael Voccoli, 78, 
and goldsmith of New 
March 6. 


retired jeweler 
York, died 

















New Ideas 


.. the best 
bait for 
Tempting 
Customers 


You’ll land more 
sales if you show 
your customers 
new, sparkling 
ideas in beautiful 
jewelry. The U.S. 
Jewelry Co. is 
known for being 
FIRST to offer 
original styles. 
Make it your 
source! Write or 
wire today for a 
complete show- 
ing! 


IMPORTERS OF EASTON WATCHES TO RETAIL 
AT $9.75 UP. WRITE FOR A CATALOG. 


USSEWEERY CO 


Baltimore & Liberty Sts., Baltimore, Maryland 
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Has Anyone Seen This Watch? 

The J. J. Sweeney Jewelry Co., 700 
Main St., Houston, Tex., has asked the 
assistance of this publication in an effort 
to locate a gold wrist watch presented 
to the late Capt. Frank Hawks in March, 
1939, which has disappeared and which 
his widow is anxious to find. 

The timepiece is a Hamilton wrist 
watch, Piping Rock model, with a 14- 
karat yellow gold case, No. 110899, and 
a 19-jewel Hamilton movement, No. 
2902918. 

It bears upon its back the following 
inscription: “Presented to Capt. Frank 
M. Hawks by his friends and admirers 





Air ace's widow wants his watch 
of Houston, ‘Texas, March 1, 1929, com- 


memorating his record coast-to-coast 
non-stop flight February 4-5, 1929. Time 
—18 Hrs. 21 Mi. Second non-stop flight 
ever made from west-to-east.” A_ pic- 
ture of the watch accompanies this arti- 
cle to assist in its identification. 

If the watch should come into the pos- 
session of any jeweler or watchmaker 
for repairs or other purposes, he is re- 
quested to communicate at once with the 
J. J. Sweeney Jewelry Co. Mrs. Hawks 
states that the condition of the watch is 
of no great importance, the main thing 
being to recover, if possible, the case 
with its presentation inscription. 


and the SOUTH | 











STAR ACCEPTS EVERTS PLAQUE 






Alan Mowbray, left, founder of the Southern 
California British War Relief Society, is shown 





receiving, in behalf of the Hollywood stars who 
appeared at the Premiere for Britain at the | 


Texas State Fair Auditorium, in Dallas, March 8, 
the Everts plaque. 
the Premier, presented the trophy which was de- 
signed and donated by the Arthur A. Everts Co., 
jewelers of Dallas, Texas. The plaque, which will 
be hung at the Academy of Motion Picture Arts 
and Sciences in Hollywood, expresses the grati- 
tude of the people of Dallas to the men and 
women of the theatre, for their time, money and 
talents given so "that our British brothers, now 
suffering from the horrors of war, may receive 
more material aid from the American people." 


40 Atlanta Watchmakers 
Study Aircraft Instruments 


M. M. Donosky, chairman of | 


Members of the Atlanta Watchmakers’ | 


Guild are playing an important part in | 


the establishment there of a Technical 
School of Aircraft Instrument Instruc- 
tion. Under the leadership of Harley 
Strong, of Holzman’s, Inc., as president, 
and Robert Nahlick, of the H. F. Linder 
Co., as chairman of a “get-them-out” 
committee, 40 members of the Guild will 
take advanced training at the school, 
and more than 70 men in all will be 
enrolled in the beginners’ and advanced 
courses in aviation instruments. 





NEW RETAIL 





ENTERPRISES 








Name and Address 


Benson Freeman, Inc., 123k Candler Bldg., Atlanta, Ga.... 


Owner or Manager 
Same 


The Chime Shop, 437 Bellflower Blvd., Bellflower, Cal....George J. Pratte 


Sam Cordell, Gallatin, "SORES. oc 6c oie ccc ceeds swenseuws Same 
Harry L. Francis, 215 S. Main St., Tulsa, Okla............Same 
Louis Fuller, 320 Collinsville Ave., East St. Louis......... Same 


Gem Credit Jewelers, 205 N. Oak St., Mineral Wells, Texas 
(new unit) 
247 Worth Ave., Palm Beach, Fla. 


Goff Jewelry Co., Sarasota, Fla. 
Greenleaf & Crosby, 
(new unit) 


R. G. Goodale, Bennetisville, S.C. ...ce.c i ccc cdc ussncvess 


I. Dorfman 
John Rast, mgr. 


. Same 


Huberman’s Stores, Inc., 846 Cumberland St., Lebanon, Pa.. Ralph Huberman, mgr. 


Jenkins’ Jewelry & Clothing Co., West Point, Ga.......... Charles Jenkins 
Jewel Box, Wilmington, N. C. (new unit)................Ned Cohen 
Jewel Craft, Inc., Fort Lauderdale, Fla. (new unit)...... Earle Middleton 
Joseff, 3324 Wiltshire Blvd., Los Angeles................ 

Julius r. Beaty, BWICweniny, Pik << cane oes i cv wehaw nemnees Same 

Miss Gertrude Kay, 220 Main St., Farmingdale, N. Y.....Same 


hous: Land. Clifton: Forks... Vis... 6 om cece c's 000 e vets sere 


Same 


Liachowitz Jewelry Store, 308 E. Independence St., Sha- 


mokin, Pa. 


POP CR OCT OT OTe EE re Maurice Liachowitz 


May Jowelry Co. Bakersfield, Cab... «2 <ccccceccccoeswne Gene Arnette, mer. 
Metro Sacks Co., 10 Court St., Binghamton, N. Y.......... Carl Sacks, mer. 
J. A. Pagan, Jeweler, 314 S. Main St., Jonesboro, Ark...... Same 


Peikin Galleries, 923 Lincoln Rd., Miami Beach, Fla...... 


Raskin’s (of Oklahoma City), D St., Lawton, Okla. 


unit) 


(4th 


noes seweley @oe.. Lawutel BGG... kk c ccccscwcwwccccacaun ed Jack Rose 


San Jacinto Watch Shop, San Jacinto, Cal 
New Rochelle, 


Tobias Bros., 585 Main St., 


unit) 


Thompson's ‘Jewelry Store, Towanda, Pa.... 2... 
€ 


Weldon’s. Durham, N. 


(2ndHerman, Norman & Morris 
Tobias 
inne W. K. Thompson 


... Weldon Herndon 


NW. ¥. 


William Wise & Son, Ine. (of Brooklyn) 3rd fi., 625 Madi- 


son Ave., New York (new unit)........ 


Zale Jewelry Co., 222 N. Mesa Ave., El Paso, Texas (new 


unit) 
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$ CASH $ 


WE pay highest cash prices 
for all kinds of solid sil- 
ver, flat and hollow ware, new 
and used, active and obsolete. 
@ Send us your trade-ins and 
odds and ends which you wish 
to close out and you will be 
agreeably surprised. Check 
mailed same day shipment is 
received and silver held in- 
tact awaiting your decision. 
@ In case shipment is re- 
turned, we insure it and pay 
transportation charges. 
@ No shipment too large or 
too small for our prompt at- 
tention. 


JULIUS GOODMAN & SON 
77 Madison St. 
Memphis, Tennessee 
Reference: First National Bank, Memphis. 
We cooperate with jewelers wishing 
obsolete and inactive patterns. 

















“SUPER-SERVICE” 
ROLLING MILLS 


ae 














reduce production costs to meet 
present day competition. 

We manufacture a complete 
line for hand, belt or electric 
motor drive. 


WRITE FOR 
FOLDERS 


Buffalo Machine 
Manufacturing Co. 


1354 West Avenue 
Buffalo, New York 










BABY SHOES METALIZED 
Finest work—Guaranteed. Retail prices Brense, 
— —_ $3.50; Gold, $4.50. Prompt delivery. 


ART PLATING WORKS 
416 E. 8th St., Los Angeles, Calif. 
Silversmiths and platers 
Est. 1921. Formerly with Shreve Co., and the 
Gorham Co. 











A Short Course in Engraving for 
Jewelers 
By WM. KASSEL 
Price 50¢ 


The Jewelers’ Circular-Keystone 
Chestnut & 56th Sts. 100 E. 42nd St. 
Philadelphia, Pa. New York, N. Y. 












CENTRAL WATCH CO. 
WATCH REPAIRING 


for the Trade 
Best Workmanship at Lowest Prices 


Prompt Service 
5 South Wabash Ave. Chicago, III. 





Cc. B. RICH CO. 


WATCH DIALS REFINISHED 
CHICAGO, ILL. LA CROSSE, WIS. 








29 E. Madison St. Rivoli Building 
8th Floor 4th Floor 
Central 5096 Phone 2445-J 











CENTRAL DIAL COMPANY 
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DIAMONDS 
: aye Gold - Buoted 
EM &¥, FINKELMAN 


vo -6f ee 
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Me ee 


i Diamonds and Fine Jewelry 
29 EAST MADISON STREET. 
CHICAGO 

EST. 1923 































cv | SILVERWARE |, nts: 
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SWARTZ & CO. 
10 S. Wabash Ave. Chicago, Ill. 
JEWELERS' FINDINGS 
(N) JEWELRY BOXES (N) 
CUPS — SPORT BALLS 
COMPLETE LINES FOR THE 
CATALOGS SENT ON REQUEST 
F. H. NOBLE & COMPANY 
ORDINARY WORK 
BECKER-HECKMAN CO. 


TROPHIES — MEDALS 
JEWELRY TRADE 
535-559 W. 59th St., Chicago 
OUR WORK COSTS NO MORE THAN 
29 E. Madison St. 


CHICAGO, ILL. 
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CHICAGO 


q Arno Dorst, The Dorst Co., Cincinnati, 
made a business trip into this territory 
last month and spent one day calling on 
friends in Chicago. 

q B.C. Allen, of Benj. Allen & Co., left 
Chicago, March 25, by automobile, for 
a trip to New York and through the 


East. He expects to visit his daughter 
in Ottowa, Canada, before returning 
home. 


q Charles Burley, manager of the dia- 
mond department of Benj. Allen & Co., 
accompanied by Mrs. Burley, left early 
in March for an extended trip through 
the West and to the Pacific Coast. ‘They 
expect to be in California until late in 
April. 

q Boas Hatowski & Sons Co., located 
on the 12th floor of the Pittsfield Bldg., 
recently doubled its floor space, using 
the new space for offices, sales and dis- 
play rooms, while the entire old space 
has been converted into stock and ship- 
ping rooms. 

q The Manheimer Watch Co., with its 
main office in Chicago and branch offices 
in Denver and San Francisco, opened a 
new branch in Detroit the first of March. 
The new office is located in the Michigan 
Bldg., the Detroit wholesale jewelry cen- 
ter, and is in charge of Roy Lowenthal 
and E. L. Weiser. 

q An interesting and well-attended ses- 
sion of the Chicago Horological Guild 
was held at its headquarters in the Pitts- 
field Bldg., Feb. 21. Principal speakers 
of the evening were James Swartchild, 
Swartchild & Co., and J. F. Macki, C. & 
E. Marshall Co., who talked about the 
problems of Swiss and American watch 
material. The new officers for 1941 are 
Richard Selke, president; John N. Lund, 
vice-president; J. A. McKee, secretary, 
and S. G. Brolin, treasurer. All watch- 
makers interested in the advancement 
of their trade are welcome at regular 
meetings on the night of the third Fri- 
day of each month. 

q The monthly luncheon of the Chicago 
Jewelers’ Association was held in the 
Crystal room of the Palmer House, 
March 20, with a large attendance pres- 
ent. During a brief business session 
Louis Stern Co., Providence; American 
Gem & Pearl Co., New York City, and 
Samuel Fe'dman, Chicago, were elected 
to membership. A most interesting re- 
cital of his experience during a three- 
year trip around the world on tramp 
steamers was given by Edward M. Kelly, 
son of President Myron J. Kelly. Ed- 
ward, who is now a student at North- 
western University, had some very thrill- 
ing and amusing experiences from the 
time he left Chicago in a Model T, for 
New Orleans, until he arrived back on 
the Western Coast and home. 

q Edward A. Manheimer, treasurer of 
Manheimer Watch Co., was the recipient 
of congratulations and flowers at the 
offices in the Pittsfield Bldg., on March 
11, the occasion being his 80th birthday 
anniversary. Mr. Manheimer ‘is_ hale 
and hearty and has not missed a day at 
business through illness in many years. 
The Manheimer business originated in 
Indianapolis in 1876, when Louis Man- 
heimer started a general wholesale busi- 
ness in that citv. In 1884 Ed, who was 
in the drug business in Chicago, joined 
his brother in the business and it was 
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moved to Chicago. In 1902 Ed helped 
open the New York office, but during 
most of his years with the business, has 
been in Chicago. 

q Four bandits were successfully re- 
sisted in the fine new jewelry store of 
Hyman Horwitz on the 7th floor of the 
North American Bldg. late in the after- 
noon of March 4. After the shop men 
had left four men with revolvers entered 
and ordered Horwitz, five men and three 
women to the rear of the place. Both 
Horwitz and his wife, Beatrice, resisted. 
Horwitz succeeded in throwing the alarm 
before being pushed into the shop by one 
of the men, while Mrs. Horwitz knocked 
the revolver from another man’s hand 
and tore his glasses off, all the time 
yelling, “You can’t push me around”; 
then ran to the diamond safe and locked 
it. While the bandits were retreating, 
Louis Rose, a jewelry salesman, entered 
and asked why all the commotion. He 
was relieved of his sample case contain- 
ing about $15,000 worth of diamond jew- 
elry, and immediately fainted. Before 
Rose was revived, police arrived, but the 
bandits had made their way to the sec- 
ond floor, broke a door and reached the 
alley by a fire escape. 


Illinois R.J.A. Convention at St. Charles 


q The Illinois R.J.A. will hold its an- 
nual convention on May 12 and 18. 
The place of meeting has been changed 
from Elgin to St. Charles. This change 
was deemed advisable because the Hotel 
Baker in St. Charles offers larger and 
better facilities than afforded in Elgin. 
Retail jewelers of Elgin, Aurora, Ba- 
tavia, Geneva and other towns of the 
Fox River Valley district will cooperate 
with those of St. Charles in local plans 
and arrangements. On Monday and 
Tuesday mornings the business sessions 
will be held. Monday afternoon mem- 
bers will visit the factories of the Elgin 
American Manufacturing Co. and Mc- 
Graw Electric Co. The evening will be 
spent at Club Arcadia. Tuesday after- 
noon a visit will be made to the Elgin 





National Watch Co. factory. The ban- 
quet is Tuesday night. 
Imports During January 
Article Number Value 
Watches and watch 
MOVeMentS ....06.. 230,233 $717,478 
WOten DATES ....0% oe 123,673 
Clocks and clock 
movements ...... 754 13,383 
Diamonds, suitable 
as gems— 
Rough, uncut .... 2,977 173,917 
Cut but unset ... 23,227 1,688,340 
Pearls— 
pa 98,649 
Cultured or culti- 
MIE 6.4 w aus wecece 44,095 
Other precious and 
semi - precious 
stones— 
Rough, uncut .... Par 
Cut but unset ... 77,760 














If you want QUALITY use 


FULLERS ® FINDINGS 


For 82 Years known as the 
— BEST QUALITY — 


ORDER FROM YOUR JOBBER 
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RECENT REMODELINGS AND REMOVALS 





Name and Address Feature 
*k Jewelry & Optical CSc ictivirccitenrso Ree ete 
—T E. 4th St., Waterloo, Iowa. 
irks Diamond Co.....----sseceecessrseeces New location 
marty) S. Broadway, Los Angeles. 
Fred Bouwman.....-seeerserscrersecsccccs New location 
Fremont, Mich. Y 
Brandt Jewelry Store....-...-+eereereeceeee Modernized 
Crowley, La. ; 
Bridgewater Jewelry Store......-+.+++eeeees Alterations 
New Castle, Del. ; 
C & S Jewelry Co..... ee ee ee eee eeeeee ss New location 
S. Hamilton St., Dalton, Ga. 
Central Jewelry Co0........ eee cere e ee eeees In temporary 
97 Pryor St., Atlanta, Ga. quarters 
Fred J. Cooper....... sain rd Wie pier ae wala eae aes New location 
109 S. 13th St., Philadelphia 

Cunningham Jewelry Co0........++seeeeeee .» New location 
Miami, Fla. 

Daniela Jowelry C0.....c ccc ccecrccccccces Modernized 
207 S. Washington Ave., Lansing, Mich. 

Fitzgerald Jewelry Store...........eeeeeeees New location 
Santa Cruz, Cal. 

R. W. Fleischmann....... eee Ce New location 
21A N. Main St., Hutchinson, Kan. 

GONMOTELOE 56s cedectinvenesecinececeseneues New location 
1434 19th St., Bakersfield, Cal. 

Glendale Jewelry Co......-ccccsccce soos «+++ New location 
BE. Glendale Ave., Glendale, Ariz. 

Wrens, Wr, (ORO 5 Ow eri ewe ee ee We eee we New location 
Ephrata, Pa. 

Gordon Jewelry CO... .ecccccccce a re New front 
W. Ferguson St., Tyler, Texas. 

pS re! Yew location 
1744 Pennsylvania Ave., Washington 

Ie BOON > cet eccn Semeiakencen aes New location 
27 S. Market St., Elizabethtown, Pa. 

(we OO” Aer err Cr rr rT New location 
365 S. W. Morrison St., Portland, Ore. 

Sinine the FOWOIOG s. oses ke ceresccas -cesewws New location 
4 KE. Main St., Nanticoke, Pa. 

Oe NO 1 <5 ea ea eben sa eas Meh aae ee -.. Expanded 
519 Court St., Pekin, Il. 

ee ITED a cys'an'a ok aetna ab Sirk 's la wh Ow we eee ale Building new store 
Franklin Ave., Aliquippa, Pa. 

RUPEE Be UNG cise ecw nie oe 6S cae We Cee ceences Remodeled 
Alexandria, La. 

Kysar Credit Jowolty Store... 60.55. .ciceces New location 
204 4th St., Bismarck, N. D. 

EGEOY GOWGNY CO) oc cecctcvcaredsweveews -.-. New location 
515 S. W. 4th Ave., Portland, Ore. 

PI RMN on 65654 Se Chae KERR EOE EECOR Oe RR Cae New locati 
Tyler, Texas. 7 ning 

Pe CO Or (CO BNO. os wen ee dred btn wewseeee New location 
67 Main St., Paterson, N. J. 

Lowe Jewelry & Optical Co........... eceeeee New location 
E. Broad St., Richmond, Va. 

Ee NCO 6 6 hic ick wc cdcieins deaes New location 
84 W. King St., Chambersburg, Pa. 

Ste, OWOn OF (CW s ca cena waisiecaeecaws eeeeee New location 
47 W. Pike St.. Canonsburg, Pa. 

Morris Square Deal Jewelers.............. New locatio 
Wilkes-Barre, Pa. - an 

Prawn WN, Wath Ci. cccccceccsccceecesceas Redecorated 

a... Washington St., Boston 

bo Oe ee nae wats «see eeeeee New location 
309 Center St., Brownwood, Texas. 

Owen-Cotter Jewelry Co..........002. eeeeee- New location 


Central Ave., St. Petersburg, Fla. 


Mis. see SN ico GSR Cia. “eee eat awe ara aialo wae awake New locatio 

310 S. Main St., Jonesboro, Ark. usin nse 
Perel & Lowenstein. .o.ccccccccsvcececces . 

Jackson, Tenn. a 
We Ws NIN os 04 oe obo eraneles wee ew ween Ni i 
. _ iy Monroe, Tallahassee, Fla. oa eee 

ya eee, RE OUD woo. xe ariel ei ae o-oo) Role was wr ale , 

323 DeSiard St.. Monroe, La. ee 
Ritz Jewelry & Gift Shopne................. New store 
- 105 i Commneroe St.. Natchez, Miss. 

ogers Square Deal Jewelers............00. } 
een we St., Allentown, Pa. oe ee 

ova famond & Watch Co.....ccccccccces y 
- 468 Broadway, Bayonne, N. J. a See 
RONNUN NUNN a5 8 Ga ale Osc ake wera bos ace WL Bek eee M 
meee” ak een, Ohio. niente 
kd) a | a a Expandi 

40 W. Willow St.. Williamsport, Pa. “ ns 
C. A. Schnack Jewelry Co..........ccccccccece Expanding 

924 %rd St., Alexandria, La. 
RICMNGGE SD CHEPIIUEE 6 qo o:c' 04 ois cieneele oc welnee To build new 

9 S. Trvon St., Charlotte, N. C. store 
Menubach Jewel¥y CO... .ccccccccccscccsece: New location 

Washington St., Ogden, Utah. 

EOE We irate ive ee ose oo Rac eee New location 

1222 Market St., Philadelphia. 

Herman MIRMIN <O OTN ed. bo ans & ke de waweeees New location 

705 Olive St., St. Louis, Mo. 

Wnt B. WAGSG. «6. ce ccanissldcwecuss ...New location 

731 Sansom St., Philadelphia. 
eo ae A CS ar ne New location 


108 Main St., Batavia, N. Y. 
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Owner or Manager 
John Haas, mer. 


Same 


Frank Bazerque, mer. 


Same 


W. Breidenbach, mgr. 


Henri Sanchez 


Same 


Same 
Nat Packouz 


James M. Wachter 


Same 


A. L. Kushner 


Carl Korber, mer. 
I. Sack, mer. 


Murray Lipton 


Si Jacobs, mgr. 

Edward Morris 

Robert B. Church, 
mer. 

Nathan Donsky 


Mrs. S. E. Owen 


F. A. Davis, mgr. 


Landry DuCote, mer. 


Joseph E. McGorry, 


mer. 
Al Silver, mer. 


Same 


Kenneth Bennett, mgr. 


Meyer Simon 


Same 


Same 
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~ Staneh 


features the fine work always 
associated with the name in 
the manufacturing and repair- 
ing of jewelry 

* THOMAS W. STANEK 


Formerly of Graffe & Stanek 
* 29 E. MADISON ST., CHICAGO 








WATCH DIALS 
REFINISHED 


MICHIGAN DIAL REFINISHING CO. 


612 METROPOLITAN BLDG. 
DETROIT, MICH. 














SILVERLING Potts 


Est. 1909—A liquid with pleasant odor that is harmless 
to Silver, Hands, or Health. Not abrasive or explosive. 
No washing. Slight effort. 8-0z. bottle $3.00 Doz. 
delivered, your imprint on free samples. Price on label, 
50 cts. Your name on Postal for more information to 


SILVERLING, 1215 E. Republic St., Peoria, Ill. 

















Your JOBBER HAs 


NEWALL 
“Quality Findings” C} 


The Newall Mfg. Co. - Chicago 











McRAE & SHAW 
168 N. Michigan Ave., Chicago, Ill. 
Radio and Display Advertising Specialists 


Originators and Producers of 
''THE OLD SHEPHERD" RADIO PROGRAM 
EXCLUSIVELY FOR JEWELERS 











Acme WATCH CO. 





S S.WABASH AVE. CHICAGO ILL. 


USED WATCH .. 
MATERIALS 











USED MOVEMENTS 
Good Condition 
Good Dials 
0-Size Elgin, Waltham 
73, $2.00 — 153, $3.00 
12 or 16 size Hunting 
73, $1.75 — 153, $2.75 
12 Size Open Face 
73, $2.25 — 153, $3.25 
16 size Open Face 











1/2 


THE PRICE OF 
NEW MATERIALS 


Wheels, pinions, 
pallet forks, etc., 
for all watches. 
Send sample of 
what you want! All 
Guaranteed! Remit 
only if satisfactory. 


901VLVD YOd GNI 









73, 75¢ — 153, $1.25 
18 size O.F. Elg., Wal. 
73, $1.25 — 153, $1.75 
6 size Elg., Wal., Htg. 
73, 75¢ — 153, $1.2 





























GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 


818 LIBERTY AVE., PITTSBURGH 





























GOULD and SINLVIEIR 


Scrap and Wastes 


PUIRCIHASIEID 


Highest cash rates, by as- 
say or over the counter. 
Get cash for your scrap 
promptly. This is the only 
complete gold refinery op- 
erated in this section of 
the country. 








GOLD, SILVER, PLATINUM, alloys 
and KARAT GOLDS, etc., furnished. 


“VERNON-BENSHOEE CO. 


933 Ridge Ave. Pittsburgh, Pa. 
































SIMPLE SOLDERING 


BOTH HARD AND SOFT 


By EDWARD THATCHER 


This simply written 76 page 
book is packed with valuable and 
practical information for the 


De- 


scribes and illustrates the meth- 


worker in gold and silver. 


ods and tools successfully used in 
soldering. 


Price 75 cents Postpaid 
(Cloth Bound) 


THE JEWELERS’ 
CIRCULAR-KEYSTONE 


100 E. 42nd St., New York, N. Y. 
56th & Chestnut Streets, Philadelphia, Pa. 

















PITTSBURGH 


q Sam Goodman, McKeesport retailer, is 
visiting in Miami Beach. 

q Mrs. Irving Mur, Wilkinsburg, is home 
from vacation in Florida. 

q William J. Kappel, head of the Wil- 
liam J. Kappel Co., is home from Miami 
Beach. 

q E. M. Thompson, well-known Sewick- 
ley, Pa., retail jeweler, has been confined 
to his home by illness. 

q Mr. and Mrs. Walter J. Yenny, East 
Pittsburgh, Pa., have returned from a 
vacation spent in Hot Springs, Ark. 

q Edward Stern is now associated as 
salesman for M. A. Mead & Co., Clark 
Bldg., and will travel Western Penn- 
sylvania for the firm. 

q William B. Sample, vice-president of 
the Grogan Co., Inc., 6th Ave. and Wood 
St., is back at his desk again, having 
recovered from a recent illness. 

q.C. W. Greve, district representative 
for Dieges and Clust, Chamber of Com- 
merce Bldg., spent a few days in the 
New York headquarters recently. 

q Craig D. Munson, vice-president in 
charge of sales for the International 
Silver Co., Meriden, Conn., spent some 
time here recently visiting its wholesale 
distributors. 

q Lawrence Friedman, of Morrow’s Jew- 
elry Store, McKeesport, was married on 
Sunday, March 9, to Miss Florence 
Farkas, also of that city, and they are 
honeymooning in the East. 

q Mr. and Mrs. Samuel H. De Roy of 
S. H. De Roy and Co. have returied to 
Pittsburgh, following an extensive vaca- 
tion which included stops in St. Louis, 
New Orleans and Miami Beach. 

q David Weis, head of David Weis and 
Co., wholesale jewelers, Clark Bldg., is 
expected to return to Pittsburgh about 
the middle of April from Miami Beach, 
where he had gone to recuperate from a 
recent attack of influenza. 

q Mrs. Anna Mason Freyer, wife of 
Emil Freyer, president of the Samuel 
Weinhaus Co., died Feb. 25 in the St. 
Francis Hospital, this city. Besides her 
husband, she leaves a son, Albert E., 
and a daughter, Mrs. Madelyn Hyde. 

q Raymond Menner, for a number of 
years a member of the sales department 
of the Samuel Weinhaus Co., wholesale 
jewelers, 808 Liberty Ave., has enlisted 
for three years in the United States 
Army and is now stationed in Baltimore 
where he has been assigned to the record 
department. 

q Samuel Gerson, well-known Sharon, 
Pa., retail jeweler, has moved into a 
much more prominent location in that 
city. Formal opening of the new quar- 
ters was held on March 20 at 44 E. State 
St. Mr. Gerson has two brothers who 
operate stores in Beaver Falls, New 
Castle and Ellwood City, Pa. 

q Ted Abrams, owner and operator of 
Crane’s Credit Jewelers, Hotel Roose- 
velt, 6th St., is giving up his Pittsburgh 
business due to the fact that the hotel 
plans to enlarge its restaurant and bar 
adjacent to Mr. Abram’s quarters. Ted 
has rented a corner store in Uniontown, 
Pa., and same is now being remodeled 
for an early opening. 

q Margaret K. Farrell, office manager 
for Grafner Bros., wholesale jewelers, 
818 Liberty Ave., has returned from an 
extended vacation at Miami Beach. Bob 


124 





Ruben, formerly associated with Grafner 
Bros., recently won a prize for a na- 
tional song hit for Tommy Dorsey's 
radio hour. Baron Elliott and Jackie 
Heller are also using his composition. 

q The Hardy & Hayes Co., Oliver Ave, 
and Wood St., is planning to enlarge its 
watch department. Repair headquarters 
will be situated in the rear of the store 
and the present repair space will be used 
to house the watch department. Paul §S, 
Hardy, president of the company, re- 
ports an excellent watch business. Some 
months ago Floyd Eggers, formerly as- 
sociated with a local department store, 
joined the Hardy & Hayes organization 
as advertising manager, and the firm has 
been doing considerable watch advertis- 
ing in the Pittsburgh newspapers. Mili- 
tary watches and stainless steel case 
watches, selling for as low as $10, have 
been extensively advertised and _ with 
very good results. This type of promo- 
tion brings many persons into the store. 





Union Pacific Time Inspectors 
Convene at Los Angeles 


The seventh annual convention of the 
Union Pacific Time Inspectors of the 
Ball Railroad Time Service was held at 
the Hotel Biltmore, Los Angeles, on 
March 9 to 12. Sidney Y. Ball, general 
time inspector and Webb C. Ball, II, 
assistant general time inspector, of Chi- 
cago, and R. V. Owens, general super- 
visor of time service, were in direct 
charge of the convention. The attendance 
totaled 168. The principal speeches 
were: “Railroads—Your Main Line of 
Defense,” William M. Jeffers, president 
of Union Pacific R.R.; “National De- 
fense,” Webb C. Ball, II; “The War As 
I Saw It,’ Tom Trainor, Los Angeles 
Times war correspondent. 

This was the most successful of any 
convention yet held. The social features 
were a theatre party, a dinner dance and 
a tour of Gay’s Lion Farm. 





Two New Jewelry Groups 
Formed in Los Angeles 


Two new jewelry associations have 
been formed in Los Angeles within re- 
cent weeks; the manufacturers, with 
James A. Apffel as president, and the 
downtown retail jewelers. The latter 
group meets each Wednesday at 12.30 
o’clock for luncheon in the Hotel Hay- 
ward, with a different chairman each 
session, he in turn appointing the chair- 
man for the following week. Retail jew- 
elers whether from Los Angeles or out 
of town, are invited to attend. 





Supreme Court Upholds Ordinance 
Restricting Auction Sales 


A Miami Beach ordinance, virtually 
outlawing auction sales, by restricting 
them to the lowest class of business dis- 
tricts, has been upheld by the State 
Supreme Court of Florida. The ordi- 
nance relegates auction sales to sections 
where sales would not be profitable. 

The supreme court decided that the 
ordinance was not arbitrary or unrea- 
sonable. The ordinance was passed at 
the request of Lincoln Road merchants 
and property owners of Pinellas County. 
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OBITUARIES 


J. H. Ackerman, formerly with the 
Cincinnati office of the Schae ffer Pen Co., 
and a former member of the Cincinnati 
Town Criers, died recently in New Or- 
leans. 

Josepu D. Abams, vice-president of 
the Retail Credit Bureau and credit 
manager of the Kay Jewelry Co., of 
Springfield, Mass., died in his home, Feb. 
21. 

Joun Tuomas Barcriay, 52, prominent 

Newport News, Va., jeweler, died 
March 6, at a local hospital. Funeral 
services were held ut Barclay-on-the- 
James, in Warwick county, the old Bar- 
clay residence. Mr. Barclay had been 
identified with the shipbuilding city’s 
leading civic and other activities for a 
number of years. He was born in Lead, 
Ss. D., the son of the late Charles Bar- 
clay, founder of the jewelry firm of 
Bare lay and Sons, and was actively as- 
sociated with the firm since its founding 
45 years ago. 

Warrer W. Durant, 59, jeweler, died 
at his home at Weldon, N. C., March 1, 
after an illness of several weeks. 

Enear Fox, 57, died March 16, in Los 
Angeles where he engaged in the whole- 
sale jewelry trade in 1930 after leaving 
Cincinnati, O., where he had been asso- 
ciated with Hugo A. Lindenberg in the 
firm of Lindenberg & Fox, for many 
years. Mr. Lindenberg died on Feb. 1 

Rosert Freisens, 79, who before his 
retirement eight years ago was co-owner, 
with Walter Barker, of the Barker & 
Freisens jewelry store, Cincinnati. Mr. 
Barker died only a few months ago. 

Max G. Frumin, 75, 37 N. Front St., 
Steelton, Pa., a jewelry store proprietor 
in the vicinity for 50 years, died late in 
February at a Harrisburg hospital. 

Joun Westey GLENN, 68, who had a 
jewelry store in Leighton, Ala., for the 
past 28 years, died March 3, after a long 
illness. 

Saut Kavurrman, 61, who for 30 years 
conducted the Syracuse, N. Y., jewelry 
store established by his father, the late 
Samuel Kauffman, died March 3, in a 
Jacksonville, Fla., hospital, after a long 
illness. Mr. Kauffman, who retired sev- 
eral years ago, had been wintering in 
Florida since January. 

Emit Konuter, 66, who headed his own 
manufacturing jewelry company, Kohler 
Co., in New York and Newark from 1916 
to 1919, and after a period of retirement 
joined the Frank Krementz Co., op- 
ticians, in Newark, died on March 3, 
following an operation. 

Ricnarp G. Kummer, 54, former jew- 
eler of Utica, N. Y., died March 8 in 
Walworth, N. Y. 

Evocene F. Kuntz, 57, for many years 
in the wholesale jewelry trade in Seattle, 
Wash., died on Feb. 22, at his home in 
that city. 

W. C. Lean, 66, jeweler, civic and fra- 
ternal leader of San Jose, Cal., died on 
Feb. 19, in a San Jose hospital after a 
three months’ illness. He operated his 
store for 37 years. 

Paut Moore, 73, executive secretary 
of the Horological Institute of America, 
a journalist, scientist and former gov- 
ernment official, died Feb. 22, at Gar- 
field Hospital, Washington, after a long 
illness. The deceased was editor of 
horological terms for Webster’s Interna- 
tional Dictionary. He was secretary- 
treasurer of the Crop Protection Insti- 
tute. In the World War he served with 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for April, 1941 





the Food Administration and the War 
Trade Board, and became chief of the 
information division of the Civil Ser- 
vice Commission. Later he was secre- 
tary of research at the National Re- 
search Council. Mr. Moore attended the 
public schools of Cincinnati and then 
studied at the University of London, 
Argyle, King’s and University Colleges. 
He also studied at the Sorbonne and the 
University of France. Before entering 
the government service he engaged in 
newspaper work in London, Chicago, St. 
Louis and Washington. 

Lovis Ravucn, 75, a Cincinnati whole- 
sale jeweler for three decades, died Feb. 
24 of complications which developed 
from a cold he contracted in Florida, 
early this year. Prior to his retirement 
15 years ago Rauch was sole owner of 
a jewelry firm which now is the C. & H. 
Rauch Jewelry Co.. operated by his 
brothers, Charles and Herman Rauch. 

R. F. Scnvunze, 78, who until lately 
was employed by Charles Mayer & Co., 
Indianapolis, as a watchmaker, died sud- 
denly at his home in Indianapolis, Feb. 
26. Prior to joining the Indianapolis 
firm he had conducted his own retail 
business in Shelbyville, Ind., since 1912. 
Born in Germany he spent many years 
in Switzerland where he learned the 
watchmaking trade. In 1904 he came to 
this country and settled in Houston, 
Texas, where he was employed by the 
J. J. Sweeney Jewelry Co. and Leschen- 
ger’s. He later worked in Galveston for 
the M. O. Noble Co. One son, Richard, 
is Southern representative of the Gemex 
Co., and another, Herbert, with R. W. 
Biggs and Co. 


James Harorp S1pert, 34, who oper- 
ated a jewelry store in Ottumwa, Ia., 
for the last four years after being en- 
gaged in the same business in Waterloo 
and Waverly, Ia., died March 2, after 
being seriously ill, for a month, of ne- 
phritis. At one time he had been associ- 
ated in the jewelry business with his 
father, the late George Sibert. 


Herman Jacos Tare, 55, vice-presi- 
dent of Richard G. Tafel & Son, jewel- 
ers of Louisville, Ky., lost control of 
the auto he was driving when he suffered 
a heart attack on Feb. 27. The car col- 
lided with a tree and he was dead before 
he could get medical attention. 


Ricwarp Spencer Woop, 65, watch- 
maker and jeweler of New Britain, 
Conn., died suddenly on March 10, from 
a heart attack. He worked for many 
years in Springfield, Mass. 


Nar Zuckerman, 41, secretary-trea- 
surer of Nat Zuckerman & Co., Inc., 
wholesalers at 135 5th Ave., New York, 
suffered a fatal heart attack Friday eve- 
ning, March 21, in his automobile as he 
was being driven to the opening of a 
new jewelry store in Bayonne, N. J. 
He was pronounced dead upon the ar- 
rival of an ambulance. Mr. Zuckerman 
had been in apparent good health prior 
to the attack. Before organizing his own 
business two years ago, the deceased had 
been connected with L. Luria & Sons, 
New York wholesalers, for 14 years, 
where he was office manager and buyer. 
The Knights of Pythias conducted its 
rites at the funeral, which was largely 
attended by many of Mr. Zuckerman’s 
friends in the trade as well as in private 
life. Surviving are his wife, Rhoda; two 
sons, Marvin and Elliot; his father and 
two brothers. 
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CASH for 
STERLING SILVER 


We will buy your surplus: 


Obsolete Flatware Patterns 

Active Flatware Patterns 

Fancy Serving Pieces 

Hollowware, Bowls, usable Sterling of 
any kind 

Tea Services, Trays, etc. 

Trade-Ins in Sterling 

Souvenir Spoons, Fancy 

Flatware, Any Pattern 


Coin Silver 





We operate a retail store. This is not 
for resale to your competitors 





CASH BY RETURN AIR MAIL 
All shipments are held intact subject to 
your approval and will be returned AT 
OUR EXPENSE if for any reason you 
are not entirely satisfied. 
RETAIL 


K E Y ’ Ss = JEWELERS 


1809 MAIN STREET 
DALLAS, TEXAS 


Reference: Republic Nat'l Bank, Dallas 

















Save Safely 


with a 
National Jewelers 


Mutual Policy 
+ 


Now protecting the 


jewelry trade for over 


$17,000,000.00. 
+ 


Write today for complete 


information. and costs. 


re ae i a 
EWELER 
MU Pia 


FIRE INSURANCE COMPANY 


JEWELERS INSURANCE BUILL 


NEENAH, WISCO 

















FOR PROMPT— 
DEPENDABLE SERVICE 


Send Us Your Orders for 


ELGIN—*HAMILTON 
* ZONES 7-8-13-17 


WALTHAM PREMIER WATCHES 
DIAMONDS - JEWELRY 
CLOCKS - SILVERWARE 
“IF IT'S NEW WE HAVE IT" 


GERWE-FROHMAN CO. 
CINCINNATI NEW ORLEANS 











DIAMOND-CUTTING 
EXPERT WORK 


FAST SERVICE 


LITWIN & SONS 
114 West 6th Street, Cincinnati, Ohio 











KLEIN BROS. CO. 
Showing complete lines 
of New Jewelry. 


Ladies’ & Gents’ SET RINGS 


Large Assortment 


DIAMOND RINGS 
KENWOOD WATCHES 


Popular Prices 
Write us for HEART CHARMS 
617 Vine St. Cincinnati, O. 








Greenwold Grift Co. 


The House of Ouality and Service 
7th STREET, CINCINNATI, OHIO 


X EST 


VIRGIN Diamonds 


CELLINICRAFT Jewelry 


EILGINS @ HAMILTONS (Zones ¢ 8 


e tnat give 








MISS VANITY 
STREAMLINED DIAMOND RINGS 
For the Fall Bride. Most attractive. Mod- 

erately priced, 
Write for a Selection 
THE D. JACOBS SONS CO. 
811 Race St. Cincinnati, Ohio 
Serving the Retail Jeweler for over 60 Years. 


s 











PEARLS FIT FOR A QUEEN 


From the South Seas and the 
Orient, Cultured Pearls in Neck- 
laces and Jewelry of all kinds. 


Imperial Pearl Syndicate 
607 Fifth Ave. New York 
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5 No. Wabash Ave. Chicago 











q Fritz Mende, of the Deters Retail 
Jewelry Co., 5th and Vine Sts., has been 
laid up with the flu and pneumonia. 

q Julius Jacobs, Jr., has permanently 
affiiated himself with his father, Julius 
Jacobs, Sr., in the latter’s business, D. 
Jacobs Sons Co., wholesale jewelers. 

q Frank Kromme, associated for 20 
years with the Whitehouse Co., jewelry 
manufacturers and diamond dealers, is 
now connected with Litwin & Sons, 
wholesale jewelers. 

q Adolph Wiebell, Jr., Reading, O., re- 
tail jeweler, recently became a benedict. 
Mr. Wiebell, son of Adolph Wiebell, Sr., 
jeweler at Vine and Elder St., Cincin- 
nati, was married on Feb. 25 to Miss 
Verone Suchanek. 

q “He’s in the Army now,” is Jack 
Hughes, formerly with the Frank Her- 
schede Jewelry Co. He was selected for 
service early in March. The firm ten- 
dered him a farewell party prior to his 
leaving, with Clifford Bennett presenting 
him a watch, in behalf of the organiza- 
tion, at the affair. 

q Jack Zerhusen, plant receiving clerk 
with Litwin & Sons, has joined the naval 
aviation forces of Uncle Sam. On Mon- 


| day, March 17, the Litwin employees quit 


work early and gave him a farewell 
party. His factory associates presented 
him with an inscribed diamond ring, 
bought with money they collected among 
themselves, and the firm gave him a 
check. 

q The entertainment committee of the 
Cincinnati Wholesale Jewelers & Manu- 
facturers Association met March 17, and 
talked over future social affairs, includ- 
ing the annual picnic in mid-June. An 
attempt will be made to get more out-of- 
town jewelers to attend this year’s pic- 
nic. The next general meeting of the 
association will be held on April 15 in 
the Netherland Plaza. 

q The former Whitehouse Bros., jewelry 
manufacturers and diamond dealers, 5 E. 
3rd St., Cincinnati, now is operating as 
Whitehouse Bros., Inc. Associates of the 
firm made application for a charter 
March 7 under the latter title and gave 
George A. Schmitts, Arthur W. Schild 
and Catherine Rasbach as the incorpo- 
rators. Capital is $50,000. The concern 
formerly consisted of a partnership. 

q A group of the city’s jewelers, Irish 
and otherwise, took in the Friendly Sons 
of St. Patrick banquet, March 17, in the 
Netherland Plaza Hall of Mirrors. It is 
an annual affair. The jewelers also 
helped Louis Hummel, Sr., head of the 
Louis Hummel jewelry firm, celebrate 
his 82nd birthday. Among them were J. 
Charles Hummel, George E. Brown, 
James Dunn. John A. Gerwe and Maur- 
ice Gerwe, all of the Gerwe-Frohman Co. 
q In a bowling match at the Jack and 
Jill Alleys, March 11, the Frank Her- 
schede Co. team split with the composite 


| Gerwe Frohman-Schumer Bros. team in 


Individual scores for the 
were: Herschedes, Harry 
Toebbe, 350; Andy Stattler, 332; Ed 
Herschede, Jr., 260; Mark Herschede, 
250, and John Reardon, 208. Gerwe 
Frohman-Schumer, Walter Bleska, 345; 
Robert Stocker, 328; Paul Schumer, 307; 
Maurice Gerwe, 260, and Charles Hum- 
mel, 224. 

q A number of Cincinnati jewelers, sit- 
ting at a jewelers’ table, were among 
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CINCINNATI 


those who attended the annual Walnut 
Hills Merchants’ Mardi Gras dinner- 
dance, Feb. 25, in the Hotel Alms ball- 
room. Henry W. Von Unruh, a Peebles 
Corner jeweler, headed the group. 
Others included Mr. and Mrs. Bernard 
Von Unruh, his brother and _ sister-in- 
law; Louis Noelcke, Hyde Park jeweler, 
and his wife; Al Laumann, Peebles Cor- 
ner jeweler, his wife and daughter; 
Cherry Fisher, Greenwolf-Grift Co., and 
wife; J. Charles Hummel, Gerwe-Froh- 
man Co., and family. 

q Florida has been getting considerable 
patronage from Cincinnati jewelers of 
late. Among the latest visitors were 
Lawrence Herschede, Frank Herschede 
Co., and his family; George H. New- 
stedt, his son, Tudor Newstedt, both of 
the George H. Newstedt Co., and their 
families; Louis Hummel, Jr., of the 
Louis Hummel Co., retail jewelers, 4th 
and Vine Sts., and William Oskamp, 
Oskamp Nolting Co., who traveled to- 
gether; John A. Gerwe, Gerwe-Frohman 
Co., and R. T. Welling, Lockland retail 
jeweler, in company of each other; Boris 
Litwin, Litwin & Sons Co., 114 6th St., 
who has come back with a prize for fish- 
ing prowess in three of the last four 
years he visited Florida; Clarence Loeb. 
of the Litwin Co., and Louis Bloesing, 
watchmaker, 5th and Race Sts. 





Diamond-Cutting Being Taught 
Toronto High School Graduates 


Toronto High School graduates have 
been selected for apprenticeship in a 
diamond-cutting industry which is to be 
established in Toronto, officials of the 
Industrial Commission anrounced. The 
industry is headed by Henri Freudman, 
who was one of those driven from Ant- 
werp by the German invasion of the 
Low Countries. Commission officials said 
that Freudman selected the high school 
graduates because of their mathematical 
knowledge and the ability to adapt them- 
selves to the special skills required in 
the trade. 

The apprentices will be instructed in 
diamond-cutting, sawing and_ polishing 
by skilled Belgian workers. Commission 
officials said that the new industry will 
supply the Canadian jewelry trade and 
it may be converted to serve the war- 
time machine tool industry with dia- 
mond-cutting tools. 











SCHIRA BROS. 


PLATINUM 
DIAMOND MOUNTINGS 


PLATINUM 
SPECIAL ORDER WORK 


15 WEST 6TH ST. 
CINCINNATI, OHIO 














WESTERN TRAY & CASE CO. 


MANUFACTURERS OF QUALITY 
JEWELERS’ TRAYS AND CASES 


Write for Designs and Prices 
427 PLUM ST. CINCINNATI, O. 
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William H. Hannam, manager of the 

watch department of the Smith-Patter- 
son Co., Inc., 52 Summer St., has re- 
turned to business after a three-months’ 
stay in Florida. 
4 Rolland Ruggles, salesman of the E. B. 
Horn Co., retail jewelers at 429 Wash- 
ington St., who was rushed to the Baker 
Memorial Hospital for an emergency 
operation, early last month, has steadily 
improved and will soon return to busi- 
ness. 

John Derby, Sr., and John Derby, Jr., 
celebrated the 34th anniversary of the 
establishment of the first Derby jewelry 
store in Davis Sq., Somerville, March 1. 
John, Jr., who has been associated with 
his father for 12 years, is the manager 
of the Harvard Sq. store in Cambridge. 
q Boston marriages are up 35 per cent 
over last year, which was the second 
biggest marriage year in the city’s his- 
tory. Wedding intentions have been filed 
by 1240 couples thus far, as against 920 
a year ago at this time. Since February 
1 a total of 587 couples have filed inten- 
tions as compared to 343 in the corre- 
sponding period a year ago. 

q The Boston Jewelers Bowling League 
championship team and the Waltham 
Watch League leaders held the final 
roll-off for possession of the silver bowl, 
at Kenmore Alleys, in Boston, recently, 
and when the pins stopped tumbling the 
watchmakers packed up the trophy to 
take back to Waltham. The contests 
have been going on for five years, with 
two matches a year, and at no time has 
the winning team had a lead of over 50 
pins. President George Fletcher of the 
Boston league again challenged the 
watchmakers to a Fall match. The final 
games of the Boston Jewelers League 
will be rolled in April and the annual 
dinner will be held on Saturday night, 
April 26, at Hotel Kenmore. 

q Fay Kirby, the attractive 15-year-old 
daughter of E. W. Kirby, manufactur- 
ing jeweler of Boston, and a sophomore 
in the Newton High School, was the sur- 
prise package in the national figure skat- 
ing championships at the Boston rink. 
Miss Kirby, a cool, quiet lass, skated her 
way to the lead in the school figure por- 
tion of the novice women’s singles cham- 
pionship. Her achievement was as much 
of a surprise to her as to her skating 
club friends, for while she performed 
her school figures with remarkable con- 
sistancy she had no idea that she had 
won even when she stepped off the ice. 
Sixteen entrants from all sections of the 
country went through the school figures 
in the women’s novice class. 





Latest Silver Prices 
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Mass.-R. I. R.J.A. Officers Renamed 


Officers of the Massachusetts & Rhode 
Island RJA were re-elected without 
change. They are: F. T. Widmer, Bos- 
ton, president; Douglas Nathan, Fitch- 
burg, vice-president; Harold Partridge, 
Boston, second vice-president; John H. 
Peterson, Needham, secretary; Fred- 
erick W. Bird, Boston, treasurer; and 
L. Blaine Libbey, Milford; C. J. Gidley, 
New Bedford; Thomas B. Gray, Provi- 
dence; George A. Borg, Springfield; and 
John S. Kennard, Boston, directors. 





Bay State Guild Elects 


Winifred D. Hebert was _ reelected 
president of the Worcester and Worces- 
ter County Horological Association, 
Guild No. 2, at a dinner meeting in the 
Aurora Hotel, March 3. Gustaf Hanson 
was elected vice-president. Others, all 
reelected, are: Henry Laventure, trea- 
surer; J. Edward Bogage, secretary; 
members of the executive committee: 
Raymond Perreault, Albert Dickson, 
Roy W. Connor, Clifford N. Barton, 
Albert Brown, and Ralph Jacques. 


Fake Gold Charms Circulated 


Medallion charms of silver, probably 
made expressly to fool the public and 
even unsuspecting jewelers who may 
take them in as old gold, have been mak- 
ing their appearance in the East, around 
New York City. A Bridgeport, Conn., 
jeweler paid about $9 for such a charm 
several weeks ago. If it had been 14- 
karat gold as stamped, and substantiated 
by a cursory test made by the jeweler, 
it would have been worth exactly $11.87. 
The actual value of the gold was $2. 

The jeweler was satisfied to make his 
test on the edge of the cushion-shaped 
piece. This band was very narrow and 
the remainer of the jewel was sterling. 
Just inside the edge was a strip of soft 
enamel or crayon, which could be easily 
removed, disclosing white metal under- 
neath. 





A. G. S. Non-Retailers 


Graduate members of the 
Gem Society engaging in the importing, 
manufacturing and jobbing trades, are: 
Stanley Church, Church & Co., Newark, 








American | 


N. J.; Hubert A. Fischer, Chicago, Ill; | 


Milton Gravender, Lazare Kaplan, Kap- 


lan & Sons, Inc., Minneapolis, Minn.; | 
EK. G. Kirchner, Kirchner & Renich, Min- | 


neapolis, Minn.; Kenneth MacLennan, | 
Fulmer & Gibbons, Inc., Philadelphia, 
Pa.; Enold N. Nelson, Minneapolis, 


Minn.; Theodore F. Schraft, Wefferling, 
Berry, Wallraff Co., Inc., Newark, N. J., 
and M. E. Vedder, Traub Mfg. Co., 
Detroit, Mich. 


Maine R.J.A. Convention on June 23 


The directors of the Maine R.J.A. at 
a meeting at the Worcester House, Hal- 
lowell, Me., on Sunday, March 23, voted 
to hold the annual convention in Port- 
land, June 23. Another meeting of the 
board to further plans will be held on 
Aprik 27. 
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Where to Buy 
IMPORTED 
China and Glass 








W. E. LINDEMANN 


GLASS 


CANDELABRA CANDLESTICKS 
STEMWARE DECANTERS 
VASES BOWLS 
GIRANDOLES LAMPS 
FROM STOCK 


225 FIFTH AVENUE, N. Y. 


Wedgwood Ware 


Bone China Dinnerware, Queensware 
Jasper and Black Basalt 
Trade-Mark WEDGWOOD 
Josiah Wedgwood & Sons, Inc. 
162 Fifth Avenue, New York City 
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ROYAL DOULTON 
English Bone China and Earthenware 
THOS. WEBB & SONS 
Gand made English Crystal 
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The original production 


WM. S. PITCAIRN CORPORATION 
212 Fifth Ave. New York, N. Y. 








JUSTIN THARAUD, Inc. 
129 Fifth Ave., New York, N. Y. 


MYOTT SON & CO., England 
ROYAL BAYREUTH CHINA, Bavaria 
CHATEAU CHINA, Czechoslovakia 
ROYAL ALBERT CROWN CHINA, England 








PAUL A. STRAUB & CO., Inc. 
19 East 26 Street, New York 
Importers of 
China, Glass and Earthenware 
Dinnerware, Art Goods, Giftwares 
Murray Hill 3-5460 








EDWARD BOOTE 


35 & 37 West 23rd St., New York, N. Y. 
Tel. Gramercy 5-1605 
ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNER AND 
HOTELWARE 
GIBSON & SONS TEAPOTS 














SHORT LINES—SERVICE PLATES 
Dinnerware from the 
Heinrich & Co. and 


Winterling Factories 
FROM NEW YORK STOCK 


Heinrich and Winterling, Inc. 
49 W. 23rd St. New York, N. Y. 








Minimum Wage Standards 
Are Further Debated 
By Manufacturing Groups 


Arguments for and against proposed 
minimum wage standards for the manu- 
facturing jewelry industry were pre- 
sented March 19 at Washington, before 
Wage-Hour Administrator Phillip B. 
Fleming. ‘The recommendations, as ap- 
proved by a committee representing the 
jewelry industry on Dec. 17, would es- 
tablish a minimum rate of 40 cents an 
hour for watchcase workers, for workers 
making, cutting, polishing, encrusting or 
engraving precious, semi-precious, syn- 
thetic or imitation stones, and for work- 
ers making, processing or assemblying 
jewelry made of platinum, or of gold of 
10-karat fineness or better, or containing 
precious stones. Workers employed in 
the production of jewelry made of all 
other materials would be paid a minimum 
of 35 cents an hour. (See page 102, 
J.C.-K. January, for the committee’s defi- 
nition of jewelry.) 

Supporting the committee’s wage rec- 
ommendations were Henry L. Sperling, 
New York, executive secretary ‘of the 
Jewelry Crafts Association; Samuel Hill, 
research assistant, Leon Williams, presi- 
dent, and Samuel A. Beardsley, secretary- 
treasurer, of the International Jewelry 
Workers Union, AFL, and Morris Bo- 
rodkin, attorney for the Watch and 
Watchcase Workers local 47, CIO. 

Spokesmen appearing in opposition to 
one or another of the committee’s wage 
proposals were Isadore Paisner, counsel 
for the New England Manufacturing 
Jewelers and Silversmiths Association; 
Herbert S. Greenberg, New York, man- 
aging director of the Watch Case Manu- 
facturers Board of Trade; Vinson Aron- 
son, for the National Costume Jewelers 
Association, and M. Berkowitz and A. 
Mittenthal, directors of the National 
Authority for the Ladies’ Handbag In- 
dustry. 

Sperling argued that the recommended 
wage scales will not substantially curb 
employment, will not give competitive 
advantage to any group in the industry 
and will be comparable to wages in 
other industries for like or similar work. 
A minimum wage of 40 cents an hour for 
watch case workers, he said, would raise 
the wages of the workers only 1.66 p. c. 

Manufacturing jewelers producing 
from 80 to 90 per cent of all the precious 
jewelry made in the nation belong to 
associations which have endorsed the 
minimum wage of 40 cents, Sperling de- 
clared, adding that the six associations 
have contracts providing for minimum 
wage scales of 70 cents an hour. except 
apprentices who are paid 3714 cents an 
hour. The associations are the Jewelry 
Crafts Association and the Associate 
Jewelers, of New York; the Associated 
Jewelry Crafts of California, and jewelry 
manufacturers associations of Chicago, 
St. Louis, and Buffalo. 

Williams reiterated his union’s opposi- 
tion to industrial homework, and en- 
dorsed the jewelry committee’s wage 
recommendations, except for the defini- 
tion of precious stones. The proposals, 
he said, would increase the labor cost 
only .77 per cent in the precious jewelry 
field, and only 2 per cent in the medium 
and low-priced field, and “since labor 
cost is but part of the total cost, it is 
evident that total cost will be increased 
to a much lesser extent.” 

Among arguments against the wage 
minima, Paisner, spokesman for the New 
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England Manufacturing Jewelers and 
Silversmiths Association, called for a 
single minimum wage for the entire in- 
dustry, because, except for platinum 
jewelry, there are “no natural dividing 
lines between groups of manufacturing 
plants” based on the nature of the prod- 
ucts turned out. He protested against the 
inclusion of zircons and garnets in the 
proposed definition of precious stones. 

Speaking for 15 watch case manufac- 
turers, Greenberg charged that inade- 
quate investigations had been made of 
conditions affecting his industry; that a 
discrimination between manufacture of 
watch cases, other than solid gold, and 
the manufacture of non-precious jewelry 
items is arbitrary, discriminatory and 
harmful and likely to create confusion 
in the industry; and that his group was 
denied adequate representation on the 
industry committee. 

Mr. Greenberg recommended _ that 
watch case manufacturers be placed 
under the same wage levels as those per- 
mitted for other jewelry manufacturing 
concerns with whom they are in competi- 
tion. He told Colonel Fleming that un- 
less one minimum is established for the 
entire jewelry industry, including the 
manufacture of watch cases, the manu- 
facture of watch cases should be seg- 
regated from the proceedings and be 
considered as a separate industry. 

“The establishment of a 40-cent mini- 
mum, if made general, would create a 
serious business problem, and a serious 
dislocation of production costs,” Mr. 
Greenberg asserted. “Unless the said 
minimum is absolute throughout the jew- 
elry industry, it would subject them to 
unfavorable competitive conditions and 
would be arbitrary and prejudicial.” 
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Practical Modern Watchmaking 


by HOWARD L. BEEHLER, President, Horological Institute of America 


Part Ii—Manipulation of Watch Hairsprings 


Section 1—Hairspring Truing 





LD-TIME hairspring truers make the statement 

that you cannot teach people to true hairsprings. 
They must learn it themselves. From the observations 
of the writer in hundreds of cases this has some sem- 
blance of truth. All that really can be done in a teach- 
ing process is to supply the watchmaker or learner with 
the necessary tools and material, make a statement 
covering the fundamental details, and then demonstrate 
the actual manipulative operations. The learner must 
possess intelligence and mechanical aptitude, a proper 
visual capacity, and knowledge of the work at hand, so 
that the mental images resulting from observation will 
be changed into good judgment and effective correction 
of errors. 

After good judgment or correct decision has been 
made concerning the existing errors, the learner must 
have the mechanical aptitude required to make the 
proper corrections. The requirements necessary to be- 
come expert in the art of the proper manipulation of 
hairsprings are intelligence, mechanical aptitude, knowl- 
edge and ability. Skill is the development of mechani- 
cal aptitude and ability is the sum of intelligence, me- 
chanical aptitude and knowledge. 

Success will not come as a result of a few attempts, 
but will require constant practice and study; study of 
the results of your own manipulative actions, and com- 
prehension by the learner of the result of these actions. 
Therefore, obtain a large quantity of old hairsprings, or 
purchase new ones, bend the outside coils toward and 
away from the center, grasping the spring at several 
points from the end. Begin by grasping the spring at 
a point 90 deg. from the outside end, and bend the 
spring toward the center, then away from the center. 
Continue this practice, grasping the spring 180 deg. 
from the end, then 270 deg. and finally 360 deg. It will 
be necessary to establish decisions according to the re- 
sults obtained. 

After becoming familiar with the results of the bend- 
ing operations, your fear of hairsprings will gradually 
disappear, and as you proceed through the operations 
required in collecting and truing your degree of skill 
will depend upon your own efforts in relation to the 
amount and degree of your mechanical aptitude. 

Above all else—practise continually, do not be satis- 
fied with mediocre results, and you may be surprised 
how easy hairspring work really is. 


MAKING THE SPRING 


After the hairspring wire has been drawn to the 
proper width and thickness, the spiral form shown in 
Fig. 1 is formed by winding two or more springs into a 
“forming box”’ in such a manner as to produce a reason- 
ably perfect spiral. 

By proper heat treatment the wire is 


ce 


set” in the 
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This is the sixth instalment of a series of 
original articles on “Practical Modern 
Watchmaking,” which have been prepared 
as part of the new educational program of 
the Horological Institute of America and 
through the courtesy of that organization 
are here appearing in print for the first time. 
Following their first publication in JEWELERS’ 
CircuLAR-KEYSTONE, reprints of the articles 
will be made available through the Horo- 
logical Institute, to whom requests and in- 
quiries should be directed. Address Ralph E. 
Gould, Secretary, Horological Institute of 
America, c/o Bureau of Standards, Wash- 
ington, D. C. 











form established in the forming box, and when the 
springs are removed and separated each spring can be 


Fig. | Fig. 6 Fig. 8 


considered a perfect spiral from the point A outward to 
B, as shown in Fig. 1. 


COLLETING 


Tools required: Two pairs of all-steel, hand-made 
tweezers, No. 3 or 3c (Fig. 2). One 2 in. eye loupe. 
Do not get in the habit of using a double loupe or strain- 
ing your eyes by the use of a 3 in. or 4 in. loupe. One 














colleting arbor (Fig. 3). One pair of fine snipe nose 
pliers (Fig. 4). One fine quality cutting pliers (Fig. 5). 
Material required: Hairspring collets (assorted sizes). 
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FINE GOLD PLATINUM 
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To some Jeweler— 


who would double watch 
repairs at 35% higher prices 


If you now advertise high-quality, expert or 
guaranteed watch repairing, you are doing 
just about the same as most others. 

Suppose, instead, that you offered “scien- 
tifically tested’ work, “printed proof of 
accuracy,” and “have your watch tested FREE 


in just 30 seconds.” * Yeu U CnICY . ee 


And suppose again the means which makes 
this possible also enables you to double the . 

volume of watch repair work and justify 35% the Bellevue, its famous 
higher prices. Wouldn’t that interest you? 
Of course! So, invest a penny in a postcard 
to request details on the patronage-building, 
cost-reducing 


food, its genuineness 


and gracious hospitality. 





Watch Moderate rates, always. 
iemmeaail BELLEVUE-STRATEORD 


American Time Products, Inc. PHILADELPHIA 
580 Fifth Ave., N. Y. CLAUDE H. BENNETT, General Manager 
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Hairspring stud and collet pins. Assortment of hair- 
springs. Ten 16-size balance wheels fitted with staffs 
and trued. 

All of the material can be purchased in assortments 
and at low cost. It is advisable to use new material 


whenever possible. It is obvious that the collets must 





Fig. 5 


have a hole diameter to fit the collet shoulder of the 
balance staffs. . 

The first step in the colleting operation is to break 
or cut out several of the inside coils to permit the hair- 
spring collet to fit the inside of the spring properly 
(Fig. 6). The amount of spring that should be broken 
out depends upon the diameter of the collet and the 
distance between two coils. (Spacing.) 

If the diameter of the collet is .070 in. and the space 
between two coils is .006 in. the distance from point 
D to G should be .091 in. (Fig. 7.) 

Fig. 7 is representative of a specific case in which it 
is desired to fit a hairspring with definite dimensions to 
a collet of specified diameter. From experience and gen- 


ogi" 
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eral accepted practice, the space from the edge of the 
collet to the first coil, point D is considered correct when 
it is one and one-half times the space between any two 
coils. 

From the sketch it can be observed that the space 
between coils is .006 in. One and one-half times .006 
in. equals .009 in. 

It is also important to realize that by locating point 
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D, .009 in. from the edge of the collet, that the point G, 
directly opposite D, will be .012 in. from the edge of 
the collet. This is true because for each full turn of 
the spiral form, the radial distance will have increased 
.006 in. Therefore, in a half of a turn it will have in- 
creased .003 in. 

A careful study of all dimensions shown in Fig. 7 is 
important, because at first sight one might think that 
the collet should be located so that each edge or the 
center would fall mid-way between D and G. In the 
following studies the statement is made that a hairspring 
is true around the collet when the inside coils look like 
perfect circles, when it is being tested in a pair of hair- 
spring-truing calipers. 

Applying the information given in Fig. 7 to any other 
combinations of spring and collet dimensions, we can 
say that the space from D to the edge of the collet 
should be one and one half times the distance between 
any two coils. Also that the distance from D to G 
should be three and one half times the distance between 
coils, plus the diameter of the collet. 

In any event and in the final analysis, it is clear that 
watchmakers cannot measure these various conditions, 
and in most springs the exact space between the edge 
of the collet and the first coil may be more or less than 
this stated amount. The exact distance will depend 
upon how close or how far away the spring actually 
falls when it is true in the round. 

To accurately answer the question regarding how far 
the first coil should be from the edge of the collet is 
somewhat like the statement of Abraham Lincoln when 
he was asked “How long should a man’s legs be?” He 
said, ‘“‘A man’s legs should be long enough to reach to 
the ground.” 

The length of spring from D to C should be as long 
as the collet hole plus the distance from the edge of the 
collet to the first coil. The spring can then be broken 
or cut off at point C. It is important to keep in mind 
that the spiral form is perfect up to point C, and that 
all of the coils are on the same plane when observed 
from the edge of the spring. 


FORMING THE TONGUE 


The portion of the spring that enters the collet hole 
is known as the tongue and is shown in Fig. 8. 

The tongue is formed by grasping the spring: at D, 
holding it firmly with one pair of tweezers and with the 
other pair bending the point C toward the center. The 
bend at D can also be made with a pair of overcoiling 
tweezers, No. 20-0. In this operation the spring must 
lie flat on the bench. The curved portion is then 
straightened and laid at such an angle as to permit it to 
enter the collet hole and allow the collet to be located 
in the center of the spring, as shown in Fig. 7. 

We must now bear in mind that the spring is true up 
to the point D and that the forming of the tongue estab- 
lished the first distortion to the spiral form. 

The spring as shown in Fig. 8, with the tongue prop- 
erly formed is now ready to be attached to the collet. 
This is known as “pinning in.” 


PINNING IN OPERATIONS 


I—Place collet on colleting arbor, with top of collet 
upward and hairspring hole toward you. 
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Il—Insert tongue in collet hole by grasping spring 
firmly at point D, allowing tongue to extend away from 
you. Great care must be taken, so as not to bend or 
distort any inside coils. The hairspring can be pre- 
vented from tipping by holding the colleting arbor 
firmly in the left hand and bringing thumb and first 
finger under the spring so as to hold it flat, as shown in 
Fig. 9. 

I1I—Place small end of the tapered brass pin in the 
collet hole, against the side of the hairspring opposite 
the collet center, and from the same end of the hole that 
the tongue entered. (Fig. 10.) The pin must enter and 


FIG 12 Ae Sie, 


leave the collet hole above the main body of the spring. 

IV—Pull the tapered pin very tight with snipe nose 
pliers, using a pulling and twisting motion. (Fig. 11.) 

V—Break off both ends of the brass pin still project- 
ing from each end of the collet hole. The projecting 
ends should be broken off in the following manner: 

(a) Grasp small end of the pin with pliers and main- 

tain a firm pull on pin. 

(b) Turn collet holding tool in a clockwise direction, 
bending pin at a sharp 90 deg. angle close to 
collet. (Fig. 12.) The pin will break off clean 
by slightly reversing motion of collet holder. 
(Fig. 12-4.) 

(c) Grasp the large end of the pin with the snipe 
nose pliers, maintain a slight inward pressure on 
the pin and break off by turning the collet-hold- 
ing tool in a counterclock-wise direction bending 
pin at a sharp 90 deg. angle as previously de- 
scribed. (Fig. 12-B.) No portion of the pin 
should project from collet. 

It is quite obvious that this operation of colleting re- 
quires great care, and at best some or all of the follow- 
ing errors are established. It is well to practice this 
pinning operation over and over, using several dozen 
springs, or until it can be done easily. 


ERRORS 


A study of the errors that will be established in the 
round: 

1. Point D at the beginning of the tongue becomes 
fixed too close to the collet. (Fig. 13.) 
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2. Point D at the beginning of the tongue becomes 
fixed too far away from the collet. (Fig. 17.) 

3. Point D at the beginning of the tongue becomes 
bent at an angle so as to fix the first coil too close or too 
far away from the collet. (Figs. 15 and 19.) 

4. Any other combination of errors can also exist as 
shown by Figs. 13 to 20, an analysis of which shows 
that the collet is off center in eight different positions. 
In each, the direction in which it is off center is indi- 






@ 


cated by the arrow. Fig. 21 shows collet placed prop- 
erly in center of spiral and when pinning operation is 
done perfectly, no truing will be necessary. 

A study of the errors that will be established in the 
flat: 

Following the original line of thought, that the spring 
is true in the round up to the point D, Fig. 8, it also 
follows that if the “tongue” is not bent upward or down- 
ward during the operation of bending in the tongue, that 
the collet will be flat with relation to the spiral portion 
of the spring and, therefore, the hairspring will be true 
in the flat. 

There are six major errors resulting from the collet- 
ing operation that cause the spring to be out of true in 
the flat: 

1. Point C of the tongue is bent down. (Fig. 22.) 

2. Point C of the tongue is bent up. (Fig. 23.) 

3. Point C of the tongue becomes fixed high in the 
collet hole. 

4. Point C becomes fixed low in the collet hole. 

5. The flat face of the tongue is not pinned in a ver- 
tical position. 

6. The tongue becomes fixed as shown in Figs. 24 and 
25. 

From these six conditions we may have .any one of the 
four conditions shown in Figs. 22, 23, 24, 25. 

When the point C of the tongue is bent downward in 

(Please turn to page 144) 
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NNEALING STEEL—I have trouble making a 
square hole in a steel blank for cutting a winding 
pinion. The idea, of course, is to hammer a blank with 
a round hole on to a steel square, to forge the hole 
I draw the steel beyond the lightest blue, but 


square. 
(Question No. 5312.) 


this doesn’t seem soft enough. 


M. L. 
Answer—Evidently you have been merely “‘temper- 
ing’”’ the steel, whereas what you should do is to anneal it. 
Make the blank red hot; a clear cherry red, but not 
white hot. Hold it at that heat for about ten seconds; 
then bury it deeply in wood ashes, covering the red hot 
steel with the ashes so that there is a depth of, say, two 
inches of ashes on all sides of the steel. Do not re- 
move the steel for an hour or more. This will cool it 
so slowly that it will be truly annealed—much softer 
than by merely heating it and cooling it in open air. 


ASTENING SECONDS PIECE—In re-fastening 

the seconds piece and center in a double sunk enamel 
dial, it is generally troublesome for me to line every- 
thing up. By the time the solder is cool, either one or 
the other of these parts is out of level with the rest of 
the dial, and I waste much time doing work over again 
until they all happen to line up. Sometimes I have 
cracked the enamel, heating it so often. (Question No. 


5313.) C. C. 
Answer—Part of your trouble may be due to using 
ordinary soft solder instead of bismuth solder, which 
should be used for enamel dial work because it melts 
at much lower heat. On a clean brass plate lay the 
outer circle of the dial, face downward, making sure 
that the copper edges of all parts are clean. In the cen- 
ter opening lay a piece of thin metal on which the cen- 
ter circle of the dial can be laid to bring it to its proper 
height. Then do the same for the seconds dial piece. 
Having applied flux and laid bits of bismuth solder 
around the circles, gradually heat the plate above bun- 
sen or alcohol lamp flame, or on an electric heating 
plate, until the solder flows evenly around the circles; 
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then remove plate from heat and lay it down until cool. 
There is no danger of cracking the enamel this way, and 
the parts of the dial will be lined up with each other at 


the first trial. 





I-FOCAL LENSES—How can old-fashioned sepa- 
rate bi-focal lenses be fastened to the other lenses 
of spectacles to be perfectly clear? (Question No. 


5314.) A. C. C. 

Answer—Clean both surfaces of glass and spread 
Canada balsam over one of the surfaces. Press the bi- 
focal lense against the other one; squeeze out all pos- 
sible of the cement from between the lenses. Wipe off 
the bulk of surplus cement, and clean the remaining 
cement film off both lenses with clean rag dipped in 


grain alcohol. 


ILDING—For setting up a gilding bath with dry 
batteries for occasional jobs, which pole of the 
battery should be connected with the work and which 
with the anode? (Question No. 5315.) N. O. M. 


Answer—Connect the wire from the positive or center 
pole of the battery to the anode; and the article to be 
plated must be connected with the outside or negative 
pole of the battery. This, of course, will cause the cur- 
rent to flow through the bath from the anode to deposit 
metal from it on the work from which the current flow 


returns to the battery. 


AST-STRIKING CUCKOO-—What’s wrong with a. 
cuckoo clock that usually strikes too fast, but not 


always? (Question No. 5316.) C. B. 


Answer—What you describe is no doubt caused by a 
slightly loose fly fan in the striking work of the clock. 


Sometimes this looseness varies due to the fan shifting 
irregularly endwise on its arbor. Take the fan off and 
bend the spring-part of it so as to grip the arbor so 


tightly that the latter requires some force to turn it in 
the fan. If some other form of fastening than spring 


tension is employed, tighten the fan. 
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Jeweler’ Bills Prepared 
(From page 107) 


committee report was a bill for regis- 
tration of watchmakers and regulation 
of watchmaking, while the mercantile 
affairs committee reported out for action 
of the General Court a bill to permit 
licensing of non-residents as auctioneers 
for periods of three days. 

MICHIGAN—Licensing and regula- 
tion of peddling, pawnbroking and hawk- 
ing by townships, now authorized only 
in the upper peninsula of the state, 
would be extended to all parts of the 
state under provision of a Senate bill. 

A new House bill would invalidate 
conditional sales contracts when addi- 
tions of merchandise are made to them. 

MONTANA—The House killed a bill 
seeking to require filing of assignments 
of conditional sales contracts. 

NEW JERSEY—A new House bill 
would regulate and license the conduct 
of forced sales at reduced prices. 

NEW MEXICO—Legislators returned 
to work March 15 after a 30-day recess. 
Among bills awaiting their action were 
measures to establish a watchmakers’ 
examining board; to require labeling of 
second-hand watches; to license and pre- 
scribe regulations for jewelry auctions; 
to provide a chain store tax ranging 
from $10 a store for fewer than 10 units, 
ranging upward to $550 a store for 
chains of 500 or more units; and to enact 
an unfair sales act prohibiting sales be- 
low cost. 


Factor's Act Still Under Pawnbrokers’ Fire 


NEW YORK—The Jewelers Commit- 
tee, representing all branches of the 
jewelry industry, last month continued 
its three-year battle against the pawn- 
broking interests which are seeking to 
amend the Factor’s Act so as to enable 
agents who obtain merchandise by fraud, 
trick or device, to pass good title to 
innocent purchasers or lenders, although 
the agents intended a misappropriation 
at the time they obtained possession of 
the property. At present, pawnbrokers 
who advance money on pledged goods, 
where the pledgee obtained the goods by 
fraud, are obliged to return the goods 
to the lawful owner without compensa- 
tion for the loan made against the gocds. 

The Jewelers Committee sponsored an 
amendment to the pawnbrokers’ pro- 
posed amendment to the Factor’s Act, 
whereby pawnbrokers would be excluded 
from the benefits of their own bill. In 
addition, the committee caused the in- 
troduction of a bill to amend the Pawn- 
brokers Act, in agreement with the Fac- 
tor’s Act, by requiring pawnbrokers to 
return stolen property to its owner with- 
out the necessity of the owner’s paying 
the pawnbroker the amount he advanced 
on the property. 

The jeweler-sponsored bills were in- 
troduced into the assembly Feb. 27 and 
into the Senate March 11. 

A House bill proposes that a wedding 
or engagement ring or watch not exceed- 
ing $35 in value, shall be exempt from 
levy and execution. A similar measure 
contains the same exemptions with fur- 
ther ones on radios not exceeding $25 in 
value, and on automobiles or motor 
trucks not exceeding $200 in value used 
for the purpose of livelihood. 

OHIO—A new House bill would re- 
quire dealers in second-hand goods to 
maintain book record of old gold, silver 
or jewelry. A bill for a watchmakers’ 
licensing act, introduced a month ago, 
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had not been advanced in the House but 
was passed by the Senate on March 11. 


Unfair Sales Act Withstands Attack 

OKLAHOMA—A new House Dill 
would prevent issuance of trading stamps 
or premiums by imposing prohibitive 
license fees. 

Gov. Leon C. Phillips signed a bill for 
an unfair sales act. The measure was 
immediately subjected to a test before 
a three-judge federal court, which up- 
held its constitutionality. An appeal to 
a higher court was being prepared. 
Meanwhile, a bill to repeal the act has 
been introduced in the legislature. 


Licensing Bill Passes in Oregon 

OREGON—Both Houses approved a 
bill to regulate the trade of watchmaking 
and watch repairing. 

TEXAS—Bills introduced in both 
branches of the legislature to enact a 
fair trade act, permitting manufacturers 
of trade-marked articles to set minimum 
resale prices, are not unconstitutional, 
but would repeal state anti-trust laws, 
Texas Attorney General Jerry Mann 
ruled last month. A fair trade bill passed 
during the 1939 session provided that it 
would be void if it repealed anti-trust 
laws. The attorney general held that it 
did repeal laws against price fixing, and 
the governor vetoed it. The new bills 
provide that if they conflict with any 
laws, the laws are repealed. 


Vermont Still Doesn't Want Fair Trade Law 

VERMONT—By a vote of 196-30, the 
House killed a bill seeking to add Ver- 
mont to the 44 states with fair trade 
laws. A similar measure was killed dur- 
ing the 1939 session. 

WISCONSIN—No action had been 
taken on a House bill to license and reg- 
ulate credit stores, reviewed in this de- 
partment last month. 

Representatives of the Wisconsin 
R.J.A., along with others from other 
trade associations, appeared at an as- 
sembly committee hearing, March 12, in 
opposition to a bill which would require 
manufacturers operating under fair trade 
in Wisconsin to file a copy of all con- 
tracts with the State Dept. of Agricul- 
ture at a registration fee of $100 and 
an annual license fee of $10 for each 
commodity listed in the contracts. Op- 
ponents declared that if the measure 
were passed it would kill fair trade, since 
manufacturers would refuse to pay the 
fees. 

Another bill that would amend the 
1939 unfair sales act to prevent loss 
leaders provides that the advertising of 
any product below cost is prima facie 
evidence that the merchant intended to 
induce customers to enter his store to 
buy other merchandise. 

A third measure affecting jewelers, 
provides a 48-hour week for retail clerks 
and outside salesmen who are in intra- 
state commerce. Another bill would 
make the federal wage and hour law 
apply to every one employed in business 
or industry. An exception from the max- 
imum hour stipulation would apply to 
persons working the two weeks before 
Christmas. 

WYOMING-—An_ administration bill 
to reduce the 2 per cent retail sales tax 
to 114 per cent was rejected. 





Wolverines Boosting Convention 


Preparations are under way for the 
annual Michigan R.J.A. convention to 
he held April 20-22, at the Hayes Hotel 
in Jackson, Mich. 
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G. |. A. Conclaves 


(From page 108) 


tional Advisory Board, and “The New 
Find of Lapis in Colorado,” by H. I. 
Rosencrans, C. G., of Longmont, Colo. 

Perhaps the most outstanding display 
ever presented at a conclave was shown 
by Dr. Shipton, and consisted of large 
proportions of the gem and gem mineral 
display from the Washington University 
Museum. 

Fo.lowing the two days of intensive 
work, those members who did not act as 
instructors were conducted on educa- 
tional tours to the jewelry manufactur- 
ing plant of the Eisenstadt Co. 


Newark Sessions 


The New Jersey Guild was host and 
in charge of the entertainment of the 
Eastern conclave. President Jean Tack 
welcomed the members and Jerome Wiss, 
secretary, aided by H. Victor Paul, were 
again indefatigable in their efforts to 
make the conclave a success. Mr. Wiss, 
who was president of the Eastern divi- 
sion, presided at various meetings. 

Three outstanding lectures were deliv- 
ered at Newark. Lala Penha, C. G. and 
F.G.A., presented the results of her 
recent research at Columbia University 
on inclusions in gem corundum. Dr. 
A. E. Alexander, of the Bureau of Pearl 
Information, gave an interesting lantern 
slide lecture, presenting some of the 
results of his recent research on pearls, 
and Dr. Benjamin Shaub, Ph.D., of 
Smith College, and leader of the A.G.S. 
Eastern New England Study Group, 
who is internationally known for his 
outstanding work in color photography 
of gems, lectured on colored stones. His 
presentation of colored slides of gems 
and gem minerals was accompanied by 
his interesting theory of the cause of 
color of many varieties of gems as being 
due to the differing arrangements of 
their atoms. 

A display of cut stones equalling the 
one at St. Louis featured a collection of 
fancy diamonds and was made through 
the efforts of Harold Feuer, C. G., of 
New York, and Wiss Sons, Inc., Newark. 

Following the two days of intensive 
lectures and instrument work, members 
who had not acted as instructors were 
taken upon educational tours of the 
Krementz Co., jewelry manufacturers, 
and lapidary shops. 





Henry C. Barthman 


Henry C. Barthman, senior member 
of Wm. Barthman & Son, old New York 
retail jewelry firm, died Monday, March 
24, in Miami, where he had gone on Feb. 
3 for three months of fishing. He was 
aged 72. Mr. Barthman was a member 
of the executive committee of the Jewel- 
ers Security Alliance and for seven years 
was treasurer. He was also vice-presi- 
dent of the Maiden Lane Historical So- 
ciety. Mr. Barthman was a 33rd Degree 
Mason. A retired brigadier general of 
the New York National Guard, he saw 
action in Puerto Rico in 1898. William 
C. Barthman, a son, is a partner in the 
jewelry firm. 





Mrs. William Penfield, wife of one of 
the most favorably known manufactur- 
ers’ representatives and longest in ser- 
vice in the Middle West and Western 
territories; died March 23. Interment 
was at Buffalo, N. Y., their old home. 





Special Notices 


Payable invariably in advance. 


Rates under all headings except 
“Situations Wanted” $1.50 for first 25 
words. Additional words, 5c. a word. 


SITUATIONS WANTED 75c. for 
first 25 words. Additional words 5c. a 
word. 


Heavy type, $3.00 for first 25 
words. Additional words, 10c. a word. 


Name, address, initials and abbrevi- 
ations count as words, and are charged 
for as part of the advertisement. 


If answers are to be forwarded, 15c. 
extra to cover postage must be en- 
closed. 


Advertising matter addressed to 
Classified advertisers will not be de- 
livered. 


Advertisers who are not subscribers 
should send 25c. if they desire a copy 
of the paper containing their adver- 
tisement. 


Special notice forms close 20th of 
month. 


Unless the advertiser instructs us to 
publish his name and address, all 
answers will be directed care The 
Jewelers’ Circular-Keystone. 


In answering ads, do not enclose 
original letters of recommendations, 
send duplicates. 


Te avoid unnecessary correspon- 
dence mention your location in the 
advertisement. 


Jewelers’ Circular-Keystone 


100 E. 42nd St., New York 








Situations Wanted. 


Under this heading, 75c. for first 25 
words, 5c. for each additional word; 
minimum charge, 75c. 








ST ENOGRAPHERS, BOOKKEEPERS, 
typists, clerks furnished; no charge. 
Fulton Agency, 93 Nassau St., Cort. 
7392, New York. 





EXPERT diamond setter, 34, married, 
desires position; go anywhere for 
steady work. Address “G., 4350,” care 
Jewelers’ Circular-Keystone. 





WATCHMAKER;_ excellent mechanic,’ 
estimator; thoroughly experienced ; 
$45-$50. Address “E., 4326,” care 
Jewelers’ Circular-Keystone. 





ENAMELER, experienced on charging, 
firing, stoning, etc., desires position; if 
interested write to “B., 4304,’ care 
Jewelers’ Circular-Keystone. 


COMPETENT DESIGNER and_ jeweler 
with ability to take complete charge of 
manufacturing department. Address 
“C., 4309,” care Jewelers’ Circular- 
Keystone. 





MASTER WATCHMAKER desires posi- 
tion; go anywhere; Middle-Southwest 
preferred ; Indiana licensed; $45. John 
Danikow, R. No. 1, East Saddam, 
Conn, 





BOOKKEEPER, full charge of office de- 
tail; 10 years’ experience in jewelry 
industry; excellent’ references. Ad- 
dress “A., 4352,” care Jewelers’ Cir- 
cular-Keystone. 





YOUNG MAN, 20, high school graduate, 
desires position with wholesale firm in 
New York, with opportunity for ad- 
vancement. Address ‘“L., 4333,” care 
Jewelers’ Circular-Keystone. 


WATCHMAKER, 18 years’ expetience; 
fast worker on all watches; age 41; 
nationality Polish; desires position; 
$35 weekly. Alex Ciechanski, 1812 
Hamilton St., New Castle, Pa. 








HANDY, all around manufacturing and 
repairing jeweler, has also store ex- 
perience, desires permanent position 
anywhere; best references. Address, 
Borden, 10614 S. Hoover St., Los 
Angeles, Calif. 





JEWELER, fine diamond setter; special 
order work and repairman; must be 
permanent and $50 week; married; age 
33; fine character and considered one 
of the finest workmen. Address “D., 
4355,” care Jewelers’ Circular-Keystone. 





WATCHMAKER, very capable, wishes to 
work in Texas, Arizona or close vicin- 
ity; well recommended; 25 years’ ex- 
perience; good appearance; born WU. S. 
Address “C., 43854,” care Jewelers’ 
Circular-Keystone. 





BOOKKEEPER, typist, thoroughly expe- 
rienced, full charge controls, trial bal- 
ance, all office details; can handle own 
correspondence; executive ability; ex- 
cellent references. Address ‘“H., 4351,” 
care Jewelers’ Circular-Keystone. 





JEWELER, five years’ experience plati- 
num,and three years on gold, some ex- 
perience on special order, repairs, 
wishes position with advancement; go 
anywhere. George Gazton, 144 Amster- 
dam Ave., New York. 





SALESMAN with car, New England, 
New York and vicinity; desires line or 
side line watches, rings, mountings, 
costume jewelry, etc.; commission 
basis. Address “Z., 4346,” care Jewel- 
ers’ Circular-Keystone. 


WATCHMAKER, 12 years’ experience on 
Swiss and American watches, wants 
permanent job; steady worker; salary 

or commission; New England State 

preferred. Address “H., 4330,” care 

Jewelers’ Circular-Keystone. 








SALESMAN with established trade, call- 
ing on jewelry stores, New York City, 
Philadelphia, Baltimore, Washington, 
New England, desires a line; references 
furnished. Address “E., 4072,” care 
Jewelers’ Circular-Keystone. 





ALERT JEWELRY salesman, 27, indus- 
trious worker, 13% years’ experience; 
thorough knowledge every phase _ re- 
tail business, including stock-control. 
Address “D., 4323,” care Jewelers’ Cir- 
cular-Keystone. 





WATCHMAKER, engraver and salesman 
with exceptional ability, sober and de. 
pendable, wishes position with good 
progressive concern; West preferred, 
Address “D., 4347,” care Jewelers’ Cir- 
cular-Keystone. 





YOUNG LADY, executive ability; fully 
experienced all departments, merchan- 
dising, showroom selling, fill orders, 
estimate repairs; A-1 references. Ad- 
dress ‘‘A., 4412,” care Jewelers’ Circu- 
lar-Keystone. 








JEWELER-SETTER; originate;  esti- 
mate; supervise; make complete, un- 
usual platinum and gold jewelry; ex- 
perience with best New York firms; 
references. Address ‘M., 4392,” care 
Jewelers’ Circular-Keystone. 





. 


SALESMAN, 20 years’ experience, retail 
jewelry and credit store, desires perma- 
nent position fine personality; New 
York or out of town. Address “G,, 
4386," care Jewelers’ Circular-Key- 
stone. 





SILVERSMITH with 25 years’ general 
experience, hollowware and _ novelties; 
hand wrought and mass production; 
married; presently employed; sterling 
or any metal. Address ‘“M., 4335,” care 
Jewelers’ Circular-Keystone. 











WATCHMAKER, 30 years’ experience 
all makes of watches; close timing, 
proper adjustment; good references, 
wishes steady position, New York or 
vicinity; now employed. Address “N., 
4336,” care Jewelers’ Circular-Keystone. 











SALESMAN, experienced silver and 
jewelry, covering Middle West; good 
record and character; well known to 
jewelry, department stores and _ gift 
shops. Address ‘L., 4391,” care Jewel- 
ers’ Circular-Keystone. 


WATCHMAKER-JEWELER, plain en- 
graving; good references; 3radley 
graduate; young and neat appearance; 
wish to make a change; permanent 
position wanted. Address ‘M., 4374,” 
care Jewelers’ Circular-Keystone. 





BOOKKEEPER, stenographer, young 
woman, thoroughly competent take full 
charge, credits, collections, correspond- 
ence; 10 years’ experience jewelry 
trade. Address “J., 4388,” care Jewel- 
ers’ Circular-Keystone. 





WATCHMAKER desires position with 
first class retail firm; age 32; 12 years’ 
experience; Bowman trained; refer- 
ences, character and ability. Address 
“K., 4291,” care Jewelers’ Circular- 
Keystone. 





WXPERT ENGRAVER, all around man, 
congenial, hard worker, competent, ex- 
perienced, trustworthy; fine store and 
shop experience; samples; references. 
Address “G., 4318,” care Jewelers’ Cir- 
cular-Keystone. 





YOUNG MAN, just 21 vears old, one 
year in retail cash jewelry store; good 
salesman and window trimmer; desires 
position in or around New York City. 
Address “H., 4364,” care Jewelers’ 
Circular-Keystone. 





JEWELRY DESIGNER of creative abil- 
ities and experienced in diversified 
fields, desires permanent position with 
reliable concern; platinum, gold, rhine- 
stone, syndicate jewelry. Address “G., 
4369,” care Jewelers’ Circular-Keystone. 








SUPER-SALESMAN, matured, over 25 
years’ experience, diamonds, watches, 
jewelry; initiative, executive ability; 
commission basis; guaranteed results. 
Address ‘A., 4259,” care Jewelers’ Cir- 
cular-Keystone. 





YOUNG MAN, 19, jewelry trade experi- 
ence; errand, shipping clerk, junior 
salesman, wishes position wholesale 
jewelry or stone house, with future; 
best references. Address “C., 4297,” 
care Jewelers’ Circular-Keystone. 





KEY MAN available for rapid growing 
installment enterrrise, superb salesman 
of managerial ability: location imma- 
terial; highest unsolicited, unbiased 
references. Address “K., 4270,” care 
Jewelers’ Circular-Keystone. 





136 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for April, 1941 














To Let. 


Minimum charge (25 words) $1.50 


Additional words, 5 cents a word 





SSIRABLE space to rent, suitable for 
gore on ne J. J. Stewart, 22 W 48th 
St., New York City. 





MANUFACTURER willing to sublet light 
bench seats for jewelers or setters; 
Maiden Lane district. Address “E., 
4356,” care Jewelers’ Circular-Keystone. 








ROOM with gold light for rent; suitable 
for office, watchmaker, diamond set- 
ter, designer or dealer. 7 W. 45th St., 
Room 16A, New York City. 





Miscellaneous. 


Minimum charge (25 words) $1.50 
Additional words 5 cents a word 








LEARN WATCH REPAIRING by doing 
it; thorough training under expert 
instructors. For information write 
Standard Watchmakers Institute, 111 
West 111th St., New York. 





WATCHMAKERS; increase your ability 
through the highly recommended books; 
“Rules and Practice for Adjusting 
Watches” and ‘Practical Balance and 
Hairspring Work” by Walter Kleinlein. 
Your jobber or trade journal. 


CHASING on wedding rings; learn by 
mail from most outstanding chaser in 
the business; wonderful opportunity to 
get in most profitable branch of the 
jewelry trade. Address “Y., 4345,” care 
Jewelers’ Circular-Keystone. 











WANTED 


Manufacturer’s agent with 
following in Jewelry Stores 
and Jewelry Departments of 
Department Stores to sell a 
sensational quality product 
that is guaranteed to keep 
silver from tarnishing. It’s 
a repeat product. 





Territories open. 
Liberal commission. 
WRITE: 


P. M. CAUL 
716 Citizens Bldg. Cleveland, Ohio 








YOU WANT A POSITION 

YOU WANT A SALESMAN 
YOU WANT A WORKMAN 
YOU WANT TO EXCHANGE 
YOU WANT A PARTNER 
YOU WANT TO SELL OUT 
YOU WANT TO SELL TOOLS 
YOU WANT TO LET A PLACE 
YOU WANT ANYTHING 











USE THE 


Want Advertisements 
of the 


Jewelers’ Circular- 
Keystone 
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New York State Horologists 
To Meet in Manhattan This Month 


The New York State Watchmakers 
Association will hold its annual conven- 
tion, at the Park Central Hotel, New 
York City, Saturday and Sunday, April 
19 and 20. Principal speakers already 
scheduled are to be Dr. Lewis A. Wil- 
son, acting commissioner for vocational 
and extensional education, of the state 
department of education; Howard I. 
Beehler, of the Hamilton Watch Co., 
president of the Horological Institute 
of America, and Ralph E. Gould, chief 
of the Time Section, of the U. S. De- 
partment of Standards. 

There will be morning and afternoon 
business sessions, a luncheon and a din- 
ner, Saturday, and an executive session 
Sunday morning. 

The local committee in charge of ar- 
rangements is composed of J. L. Roeh- 
rich, president of the association; An- 
drew Park, president of the New York 
Horological Society; Harry B. Kahn of 
the Watchmakers Guild of New York; 
Henry B. Fried, I. Lemer, W. Bruh- 
wiler and R. Solomon. 


Old Ohio Firm Being Continued 


The eminent old Cleveland retail 
jewelry house of Bowler & Burdick Co., 
established in 1873, is being continued 
under the same name by three employees 


L. G. Bates, 
new president 
of Bowler & 
Burdick Co. 





each of whom has been with the store 
for two decades. L. G. Bates is presi- 
dent; Carl W. Nicholson, vice-president, 
and A. Hauer, secretary-treasurer. Mr. 
Bates is also president of the Continental 
Say When Corp., makers of a gift line. 
This store has always enjoyed the pa- 
tronage of Cleveland’s leading families 
and the same type of operation may be 
expected of the new owners. 





Los Angeles Study Group Meeting 


The natural occurrence of gems and 
metals and the crystal systems were dis- 
cussed by the members of the Los Ange- 
les Study Group, American Gem Society, 
at the regular meeting, March 17. 'The 
discussion was led by Richard Liddi- 
coat, Jr., of the headquarters staff. The 
final part of the meeting was devoted 
to instrument work. 

Harry Thiele, R.J., of Alliance, Nebr., 
and Wray Rominger, of Sterling, Colo., 
were recent visitors to the International 
Headquarters of the American Gem So- 
ciety and Gemologica! Institute of Amer- 
ica in Los Angeles. 


Swiss Cargo Ship Due in N. Y. 

The Swiss-chartered steamship Ar- 
mando is due to arrive in New York 
this month with a general cargo of Swiss 





merchandise, including watches and 
watch parts, shipped from Genoa. 
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He Leads the Parade 


Believed to be the youngest warrant 
officer in the Army, Bandmaster Galen 
Piepenburg, until he recently took up 
his baton for Uncle Sam, was associated 
with his father, John H. Piepenburg, in 
the retail jewelry business of Oakland, 


“ Cal. Galen, who is only 27, is directing 


the 250th Coast Artillery Band, stationed 


Bandmaster 
Galen 
Piepenberg 





at Camp McQuaide, California, which 
‘an be heard regularly over the West 
Coast radio hook-up. Previously Mr. 
Piepenburg was conductor of the Metro- 
politan Oakland Symphony as well as 
the Junior Artists League and the Oak- 
land Elks’ Symphony Orchestra. For the 
past five years he was also bandmaster 
of the Oakland Letter Carriers’ Band 
which twice won national competitions. 
He has often been heard over the 
radio and has made many appearances 
throughout the country, both as a pian- 
ist and as a conductor. He spent consid- 
erable time studying with the eminent 
French conductor of the San Francisco 
Symphony, Pierre Monteux. 





Wilmington Retailers to Play Host 
To Tri-State Association 


Jewelers of Wilmington, Del., meeting 
on March 13, made preliminary plans 
for entertaining the annual convention 
of the Maryland-Delaware-District of 
Columbia R.J.A., to be held at the Hotel 
DuPont, Sunday and Monday, May 11 
and 12. The meeting, attended by 16 
local jewelers, was presided over by 
Joseph Montgomery. 


Mosher Jewel Co. Builds New 
Plant to Cut Warplane Bearings 


A new $45,000 plant is being con- 
structed for the Mosher Jewel Co., of 
Perth Amboy, N. J., for the cutting of 
corundum bearings under Government 
defense contracts. Three hundred and 
fifty workers will be employed in the 
new building, in addition to 100 who will 
continue to cut jewels in the company’s 
original plant. 

The Mosher Jewel Co. holds a large 
contract from the Navy as well as sub- 
stantial sub-contracts from a number of 
airplane manufacturers, according to C. 
A. Kalquist, company president. 

Both natural sapphire from Montana 
and synthetic sapphire—until now made 
exclusively in Central Europe—are cut 
into bearings and jewels in the Mosher 
factory. The Montana material comes 
chiefly from two mines near Phillips- 
burg. 

In England, an affiliate of the Mosher 
Jewel Co., the British Jewel Mfg. Co., 
was established two months before the 
War started. 











‘Manufacturers’ News 





ENTHUSIASM MARKS ELGIN SALES MEETING 
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Elgin sales representatives and company officials at the recent sales conference. Standing 
left to right, Alan Margary, Donald W. Hemstreet, Thomas J. O'Connell, Elmer J. Apple, 
Thomas A. Potter, Jr., Albert W. Krueger, William Rivkin, Gordon Howard, John Hennessy, 
Frank Chirieleison, Raymond C. Tolerton, Sydney E. Brown, William H. Godfrey, Edwin G. 
Bergsten, Earl Stamm, Frank Clark, Clarence R. Sigwalt, Gardner Brown, Bruce Granstrom, 
Eugene Loughrin, and Alexander Poulsen; seated left to right, George Downey, William M. 
Selberg, Morris Rivkin, Robert Culver, George Wert, Andrew L. Rowe, William H. Fowlie, 
Howard S. Schaeffer, Frank R. Brodsky, oo Hennix, George A. Harrah and William 
E. Brill. 


‘'wenty-one sales representatives of 
the Elgin National Watch Co. met at 
Elgin, St. Charles and Chicago, Feb. 
24-27, for their annual sales conference 
with company officials. Theme of the 
four-day session was “Forward with 
Elgin in 7°41,” a slogan stressed by 
Howard D. Schaeffer, vice-president in 
charge of sales, who complimented the 
gathering on the noteworthy progress 
that had been made last year, and urged 
a continuance of the same _ splendid 
effort. 

Features of the conference included a 
message from T. Albert Potter, presi- 
dent, a review of 1940 operations and a 
preview on plans for the year 1941. A 
series of addresses over the four-day 


period of sales, merchandising, and ad- 
vertising were made by Mr. Schaeffer; 
P. KE. Stringer, in charge of manufactur- 
ing; Frank D. Urie, superintendent of 
research and inspection; Frank R. Brod- 
sky, advertising manager; LeRoy Mote, 
assistant secretary-treasurer; W. E. 
Brill, manager of material and export 
sales; Charles R. Hennix, chief stylist; 
Alan Magary, director of sales research; 
Gordon Howard and John J. Hennessy 
of the advertising department; Frank 
Schumacher and Joseph Legler of the 
employes’ association; Kennett Hinks, 
vice-president of J. Walter Thompson, 
Elgin advertising counsel; and Armin 
Friedman of American Weekly. 








New Models and Prices 
Feature Waltham Spring Line 


With the announcement of the spring 
line, Waltham broadens its already wide 
price range of jeweled watches. One of 
the outstanding items in the new line is 
the “Patriot,” designed for the service 
men’s market and retailing at only 
$17.50. It has nine jewels, thin chromium 
case with non-corrosive back, unbreak- 
able crystal and luminous dial. 

In addition to the “Patriot,” a wide 
assortment of new models in both men’s 
and women’s waterproof watches at 
$29.75 and $39.75, and seven other new 
Waltham Premiers, ranging in_ price 
from $19.75 to $37.50 and including a 
new price class at $33.75, offer the 
jeweler a comprehensive line for all 
tastes and purses. 

Booklets in full color, illustrating the 
line, are availabe in quantities at a 
nominal charge. These are so designed 
that although they contain 28 pages, 
they can be mailed for the same rate as 
a post card—one cent—with no mailing 
permit required. 

National advertising backed up with 
attractive counter cards, window dis- 
plays, including a new cardboard display 





in six colors, and a complete newspaper 
mat service are further aids which 
Waltham is offering the jeweler. 





New Type Fluorescent 
Lighting Fixture 


The Miller Co., Meriden, Conn., has 
developed and is now introducing to the 
market a new style of fluorescent light- 
ing fixture for stores and offices under 
the trade name of “Panelex.” 

This new unit differs from the con- 
ventional installation of fluorescent light- 
ing in that the lighting tubes are housed 
in an attractively designed fixture of a 
new sheet plastic known as “Louverglas” 
which is said to eliminate the glare 
which might be noticed with uncovered 
fluorescent tubes and yet not reduce the 
efficiency with which the illumination is 
distributed throughout the area to be 
lighted. 

The fixture is pleasing in design and 
makes a distinctively attractive instal- 
lation. 

The Miller Co. has issued a bulletin 
which describes the new fixture in detail 
and includes useful scientifically deter- 
mined data regarding fluorescent light- 
ing installations. 
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Free Training Course in Silver Selling 


Oneida, Ltd., makers of Community 
Plate and Tudor Plate, in conjunction 
with the merchandise education depart- 
ment of Good Housekeeping Magazine, 
have compiled and published an intensive 
and up-to-date training course in silver- 
ware selling. 

This course is based on information 
gathered from a widespread consumer 
survey and covers such interesting and 
pertinent questions as, “Improving your 
silverware vocabulary,” “The ten ques- 
tions your customers will ask most fre- 
quently,” and “How to create extra 
sales,” and other important points. 

The course is complete in a 24-page 
manual, profusely illustrated for clarity 
of explanation, and according to Oneida, 
Ltd., will be sent on request without 
charge as long as the supply lasts. 


Schick Changes Officials 


W. S. McMenemy has resigned as sec- 
retary-treasurer of Schick Dry Shaver, 
Inc., to devote all of his time to sales and 
service for the electric shaver firm as 
export manager in charge of all markets 
outside of the United States. R. R. 
Merkle, formerly assistant secretary and 
assistant treasurer, has been elected 
secretary-treasurer by the Schick board 
of directors. 

Ralph J. Cordiner, president, an- 
nounced that the change would become 
effective at once. 








New Bristol Catalog Is Useful 


A new 24-page catalog devoted en- 
tirely to engraved wedding rings has 
recently been issued by Bristol Seamless 
Ring Co. The style and arrangement 
of the book are such as to make it a 
convenient guide to these new popular 
styles, with all the leading numbers 
clearly and accurately pictured, and with 
the minimum of sales talk. 

Price lists are arranged in such a man- 
ner as to be of maximum convenience to 
the retailer, while at the same time en- 
abling him to show the catalog to his 
customer without disclosing confidential 
information. Each page is devoted to 
one group of rings with prices quoted 
for all the variations of the item, such 
as the different widths, and for both 
10 per cent iridium-platinum and all of 
the standard gold karatages. Prices 
shown are the retail figures with the net 
cost to the retailer given in an accom- 
panying table of Keystone list prices. 

Dealers who have not already received 
the catalog may secure one by dropping 
a line to Bristol Seamless Ring Co., 71 
Nassau St., New York. 





Spring Campaign for 
Westfield Watches 


The Westfield watch spring advertis- 
ing campaign will include Saturday Eve- 
ning Post, Collier’s and Liberty with 
many of the ads in color, says an an- 
nouncement by that company. 

Ads will be reproduced on window 
cards for jewelers’ use. and a series of 
ad mats and movie slides featuring the 
same items shown in the magazine ads 
will also be available. 
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International Silver Offers 
Dealer Helps for Various Brands 


Following its policy of pushing each 
of its brands separately and individually, 
International Silver Co. is offering a 
series of dealer helps of various kinds, 
each of which features some one of the 
International Silver lines. 

For 1847 Rogers Bros., a new walnut 
grain bridal chest with mirror back in- 
side the cover is available for display or 
delivery use, together with a color cut- 
out to be shown in connection with it. 
National advertising is being run on the 
new chest, and jewelers may also secure 
newspaper mats in various sizes for local 
advertising. 

The Holmes & Edwards line is em- 
phasizing a new “merchandiser fixture” 
which is a floor stand for silverware 
display incorporating two large shelves, 
generous drawer space and a built up 
fluorescent lighting unit. It is finished 
in brown enamel and chrome steel and 
measures 1814 inches x 56 inches on the 
floor with a height of 44 inches. 

For the Wm. Rogers & Son line there 
is an assortment of displays based upon 
the theme of “Effie,’ a glamour girl 
created for the purpose by R. Wilson 
McCoy, outstanding contemporary artist. 
Display cards, cut-outs, etc. show 
“Effie” in various poses and situations 
in which the Wm. Rogers & Son brand 
is featured. A new chest called the 
Orange Blossom is also provided for this 
line. It is finished in walnut and lined 
with pink velvet. 

A considerable assortment of display 
and other material has been provided for 
the sterling items, including a strong 
national magazine campaign, a series of 
eight window displays, two of which fea- 
ture the bridal theme, an_ illuminated 
shadow box, and window cards and 
posters. The Silver Theatre programs 
which International has sponsored over 
the CBS network for several years are 
also being continued. 


Folder Shows Refining Processes 


An interesting folder has just been 
issued by I. Stern & Co., Inc., 233 Spring 
St., New York, N. Y., refiners of prec- 
ious metals. 

Featured in the folder is a series of 
15 photographs taken in the plant show- 
ing the steps in the preparation of 
precious metals for the trade from raw 
material to finished product and includ- 
ing several interesting shots of labora- 
tory controls. Copies will be sent with- 
out charge to any interested inquirer. 





Elgin Offers New Waterproof 
Service Watches 


A new line of service watches to meet 
the requirements of men in all branches 
of defense work has just been placed on 
the market by the Elgin National 
Watch Co. 

Fitted with the standard 15-jewel 
Elgin movement, features of the new 
line include large, easy-to-read figures, 
luminous dials on some models, water- 
proof cases on many, and the majority 
with sweep-second hands. Retail prices 
Start at $22.50. 

An extensive advertising campaign has 
been planned to acquaint the public with 
the unique features of the new line. 
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GRUEN AD CONTEST UNCOVERS COLLEGE TALENT 





Presenting the prizes. Left, Harry Goldstein, Gruen's 
eastern sales director, holds the poster which won sec- 
ond prize for Miss Jane Webster who stands next to 


him; center, Dr. Moulton who presented the cheques; i oo 
right, Willis S. Edson who took the $500 first prize 
with the ad layout shown in the inset, and Teviah 

Sachs, vice-president, Gruen Watch Co. 


At a luncheon in New York’s swank 
Rainbow Room, William Moulton Mars- 
ton, noted psychologist and educator, 
presented cheques for $500 and $250 to 
Willis S. Edson and Miss Jane Webster, 
first and second prize winners, respec- 
tively. in the second annual collegiate 
advertising contest sponsored by The 
Gruen Watch Co. Mr. Edson is a night 
student at Northwestern University, 
Evanston, Ill., and Miss Webster is a 
junior at Syracuse University, Syracuse, 
1 

Kight prominent judges had searched 
diligently through approximately 4000 
entries before arriving at their final de- 
cision. One hundred and fifty institutions 
of higher learning took part in this an- 
nual contest in which Gruen awarded 
prizes totaling $1,050 and other prizes of 
Gruen watches. 

Students were asked to submit adver- 
tising layouts, sketches for outdoor post- 
ers or car cards, or script for radio 
shows. Many famous universities made 
the contest a class assignment. 

Prizes of $100 each went to Fred 
Elkus, University of California, Berke- 
ley, Cal., and Miss Virginia Gunn, Los 
Angeles, Cal., City College. Prizes of 
$50 each were won by Maurice Tierney 
and Harley V. Dee, both of Northwest- 
ern. Gruen Veri-Thin watches were 
awarded to Charles Van Maanen, Bill 
Moore, and Barbara Gunn, Los Angeles 





City College; Shirley Castle, Martie Linn, 
Richard Wiley, and Suzanne Jacobs, 
Syracuse University; Thomas C. Reyn- 
olds, Rutgers University; William S. 
Kolb, Northwestern; and Tom Bland 
Jennings, Duke University. 

In addition, the Gruen Watch Co., is 
preparing a booklet containing the pic- 
tures and scholastic records of the best 
entrants from each college or university. 
This is to be sent to business offices 
throughout the country, in an effort to 
interest them in employing these talented 
young people. 

The entries were on exhibition in a 
gallery at Rockefeller Center, New York 
City, and were studied there by the jury, 
which consisted of: Henry Von Unruh, 
president of ANRJA; Ralph Roessler, 
president of NACJ; Howard Black, vice- 
president and advertising director of 
Life magazine; Frederick C. Kendall, 
editor of Advertising & Selling; Frank 
Mason, vice-president of NBC; Howard 
Scott,-noted poster artist; and John J. 
McCarthy and Stanford Briggs, vice- 
presidents of McCann-Erickson, Inc. 

The Gruen Watch Co. entertained Mr. 
Edson and Miss Webster in New York 
for several days during the occasion of 
the presentation of the awards. At the 
luncheon brief speeches were also made 
by G. Lynn Sumner, prominent adver- 
tising executive, and Teviah Sachs, vice- 
president of the Gruen Watch Co. 


Entries were exhibited in one of the art galleries in Rockefeller Center. 











Jewelry Field Wins 
Packaging Awards 


Three containers used by manufac- 
turers in the jewelry field to hold and 
display their goods on dealers’ shelves 
have captured awards in the 10th annual 
All-America Packaging Competition 
sponsored by Modern Packaging Mag- 
azine, and opened to all lines of trade 
and industry. 

Two honors went to Jacques Kreisler 
Mfg. Co., North Bergen, N. J. In the 
rigid transparent containers group, hon- 
orable mention was awarded to this com- 
pany’s miniature “Top Hat” package 
which was considered to have outstand- 
ing merit not only as a display and sales 
container but also ranking high because 
of its re-use value as a trinket box. 

To the same company also went an 
award in the miscellaneous containers 
group for its morocco leather hand- 
tooled picture frame package which in 
addition to providing excellent display 
in the dealer’s store, has a permanent 
value to the purchaser, since a photo- 
graph can be inserted in the frame after 
the jewelry has been removed. 

Both of the Kreisler containers were 
designed by J. Fraley Bermond, sales 
promotion manager for the Kreisler Co. 

To the International Silver Co. went 
an honorable mention in the counter or 
shelf displays group for its transparent 
plastic flatware chest which was first 
seen at the ANRJA-NACJ convention 
at the Waldorf-Astoria last summer. 
The chest was commended for both its 
utility and beauty. 

Award trophies will be officially pre- 
sented at the banquet for that purpose 
to be held at the Stevens Hotel, Chicago, 
on Apr. 2. 
































Winners in the All-America packaging con- 
test. Top: Jacques Kreisler's photograph 
frame package. Center: The "Top Hat" con- 


tainer by the same company. Bottom: Inter- 


national Silver's Lucite chest. 


PRACTICAL MODERN WATCHMAKING 


(From page 133) 























Bulova Ties in With Seasonal Events 


Following the policy of “Year ’Round 
Advertising Means Year ’Round Sales,” 
and of making full use of every mer- 
chandising event throughout the year, 
says the Bulova Watch Co., a strong 
and well-rounded spring campaign to 
help the jeweler cash in on the many 
watch buying occasions in the spring 
months will be carried on by Bulova. 

A series of large space magazine ads, 
several of them in full color, will fea- 
ture Bulova watches as ideal gifts for 
graduation, weddings, Mother’s Day and 
Father’s Day. These will be backed up 
by a complete ad mat service on the 
same theme which dealers can use to 
tie in their local advertising with the 
national campaign. Other dealer helps 
include special graduation folders in 
color which will feature a comprehensive 
line of standard jewelry merchandise in 
addition to Bulova watches, a striking 
graduation window display, post cards 
for direct mailing, and colored slides 
for screening at local movie houses. 





Buyers' Guide for Swiss Watches 


The new 1941 edition of the “Buyers* 
Guide for the Swiss Watchmaking In- 
dustry and Allied Trades,” a reference 
book covering all Swiss firms engaged 
in this industry, has recently been pub- 
lished by Publicite Horlogere, Hugo 
Buchser, 5 Rue du Rhone, Geneva, 
Switzerland. 

This volume also serves as a trade dic- 
tionary for the watchmaking industry, 
systematically arranged in three indexes, 
with compilations in English, French and 
German. 

Copies may be obtained from Mr. 
Buchser against prepayment of $2.50 
per copy. 





~" relation to the spiral portion of the spring, it will cause 
i all of the coils to be high opposite the pinning point as 
om shown in Fig. 22. 





FIG.24 


This condition will also exist if the point D is fixed 


low and the point C high in the hole. 

When the point C of the tongue is bent upward in re- 
lation to the spiral portion of the spring, it will cause all 
the coils to be low opposite the pinning point as shown 


in Fig. 23. 
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This condition will also exist if the point D is fixed 
high and the point C low in the hole. 

When the flat face of the tongue is not pinned in a 
vertical position, but becomes fixed at some angle as 
shown in Figs. 24, 25; the spiral portion of the spring 
will be high, or low, 90 deg. from the pinning point. 


The foregoing article is the first instalment in a new 
and authoritative analysis of hairspring manipulation, 
further discussion of which will follow in the May issue. 

The current series of articles on hairsprings is the 
second part of an important original work on “Practical 
Modern Watchmaking” by Howard L. Beehler, presi- 
dent of the Horological Institute of America, which is 
being published serially in this journal. 
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Kine Canute, so the story goes, stood at the ocean’s 
edge and forbade the tide to rise, but all that he got for 
his trouble was a pair of wet feet, and perhaps pneu- 
monia. 

The credit jewelers of New York State in general, 
and the Associated Credit Jewelers of New York and 
New Jersey in particular, are displaying much more in- 
telligence. Instead of trying to ignore or to oppose the 
rising tide of public feeling about the abuses that have 
crept into instalment selling as practiced in some quar- 
ters, they very wisely decided to face the facts and to 
cooperate in cleaning up the situation. 

The net result is that the legitimate credit merchants, 
instead of being made the cbjects of indiscriminate at- 
tack along with the borax artists, have had a voice in 
formulating the bills now before the legislature, and 
have been able to shape them in such a way that while 
safeguarding the interests of the public, the ethical 
instalment seller is also fairly treated. 

Moreover, the reputable credit stores have not only 
warded off unfair and punitive regulation. At one and 
the same time they have also helped to lessen unfair 
competition and to elevate the public’s opinion of the 
ethical standards of legitimate credit selling. 


That, in our opinion, is an example of a truly intelli- 
gent handling of a trade problem, and we compliment 
the Associated Credit Jewelers on their constructive and 
forward-looking policy. 


FOUR STEPS 


Every TIME a Sale is closed, say all the experts, four 
essential steps have been taken—attracting attention, 
arousing interest, creating desire, and stimulating to 
action. 

Did you ever stop to think how far the work of the 
Jewelry Industry Publicity Board takes your prospective 
customers along that road? 

Well, stop and think of it for a moment. The thou- 
sands of newspaper and magazine articles and pictures 
which the Board originates and which are published all 
over the country certainly attract people’s attention to 
jewelry, arouse their interest in it, and stimulate their 
desire for it. So do the fashion movies, in which jewelry 
is prominently featured, and which are seen by millions 
of women from coast to coast. It is because of the co- 
operation of the Publicity Board with the producers of 
those movies that jewelry plays so important a part in 
them. 

Then there are the two-minute radio talks on fashions, 
which the Board sends every week to 500 stations all 
over the country and which are widely used in those sta- 
tion-sponsored morning programs where a feminine an- 
nouncer advises other women about their homes, their 
social usage and their clothes. 


All those things—and that’s by no means the entire 
list—are taking your customers the first three of the four 
steps toward the closing of sales in your store. To do 
that alone and unaided would cost you a lot of time and 
money, but through this cooperative effort, a few dollars 
from each jeweler does the job. 

Contributing to carry on the work of the Jewelry In- 
dustry Publicity Board isn’t being generous—it’s just in- 
telligent self interest because it means doing for a few 
dollars a vitally important job that otherwise would cost 
you many times as much. 

If you haven’t yet done so, send your check today— 
even if it’s for only five or ten dollars—to the Jewelry 
Industry Publicity Board, 366 Fifth Ave., New York. 


DANGER—THIN ICE! 


Why is rr that some people must always try to chisel 
a little extra profit by dishonest means, even when they 
could make a good one by legitimate methods? 

Recently a great and sudden vogue has sprung up for 
the use of little hollow hearts as bracelet charms, and 
quite naturally, many manufacturers promptly began to 
turn them out. These hearts are made of various ma- 
terials—sterling silver, gold filled, rolled gold plate, and 
karat gold—but all are alike in that they are made by 
stamping out the two halves separately and then joining 
them with solder. 

Unfortunately a few manufacturers, in their eager- 
ness for a lower cost which would give them either a 
greater profit or the competitive advantage of a lower 
selling price, have used such extremely thin metal for 
the shells that in order to provide the necessary strength 
and stiffness, they had to be flushed with an excess of 
solder, with the net result that the precious metal con- 
tent of the finished article is substantially below the re- 
quirements for the quality mark which the article bears. 

There is no excuse for this. Both the commercial 
standard for gold filled and rolled gold plate and the 
National Stamping Act provide for adequate tolerances 
to allow for the proper use of solder and specifically for- 
bid any greater variations in the degree of fineness in 
the total article including the solder. 

To mark an article “sterling” or “gold filled” when 
actually it is only a flimsy shell of that material backed 
with a coating of solder is both cheating the customer 
and running afoul of the law. 

The manufacturer who does so, whether deliberately 
or through ignorance, is skating on perilously thin ice. 
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